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ECONOMY 


is the keynote when you 


FLY TWA TO YOUR MEETINGS 


TWA’s Sky Tourist service keeps your travel costs 
to a minimum — yet pleases everyone with its com- 
fort and convenience. For example, TWA offers the 
only NON-STOP coast-to-coast service for $80 each 
way, plus tax, on round trips. TWA’s $80 fares apply 
on Mondays throygh Thursdays, and tickets are 
good for a full 30 days. There’s plenty of time for 
combined businegs-vacation trips. Other thrifty 


For complete information, call or write your local TWA 
office. Or write; Convention Manager, Trans World Air- 
lines, 380 Madisan Ave., N.Y. i7, N.Y. 


TWA Sky Tourist service is available to key cities 
in the U.S. and 21 world centers overseas. 

TWA also offers the finest First Class service non- 
stop across the U.S., to major U.S. cities, and to 
Europe. This First Class service features the un- 
surpassed comfort and outstanding speed of TWA’s 
Super-G Constellations—the most luxurious air- 
liners in the skies! 


Fly i tinest ... nvAWA 


TRANS WORLD AIRLINES 


&S.4.- EUROPE -AFRICA-ASIA 
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PLUS... 


a permanent staff of experienced show management and 


production personnel thoroughly trained to do a top 


quality job in all phases of this field — trade shows, 


conventions, exhibits and sales meetings. 


BARTLETT and ASSOCIATES, INC. 


Exposition Management ¢ Exposition Production 


TOwer 1-6045 


ANDREWS, 


1849 West 24th St. © Cleveland 13, Ohio « 


SM/APRIL | 1956 


- m 


SPECIALISTS IN SALES PRESENTATIONS, CONVENTION 
AND TRADE SHOW MANAGEMENT 


A staff thoroughly trained in production to handle every detail of 
your convention or trade show. 


Initial Planning . . . Sale of Space . . . Promotion and Publicity. 


From the drawing board where the first floor plan is prepared to the conclusion 
of a successful event, let SHOWMANSHIP take over for you. 


Remember—a professional job is the best job 


700 W. 32nd St., Los Angeles 7, California 250 W. 57th St., New York 19, New York 


9n Los Angeles ith.. 


SHRINE EXPOSITION HALL 


For your Trade Show, Convention, Sales Meeting or Banquet 


@ THREE FULL FLOORS OF EXHIBIT SPACE... 


56,000 square feet on street floor and mezzanine . . . an additional 
40,000 square feet in newly renovated, air-conditioned lower level . 


@ COMPETENT PERSONNEL... complete stock of trade show furniture and equipment available 


on premises at all times. 
@ EXCELLENT CATERING FACILITIES FOR BANQUETS 1500 TO 5000 


Easily accessible to freeways 5-8 minutes from all major hotels 


MAKE THIS YOUR TRADE SHOW HEADQUARTERS 


For information or dates write: Shrine Exposition Hall, 700 West 32nd Street, Los Angeles, California 
Telephone: Richmond 7-2923 
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C ONA t eee 


ATTENDANCE PROMOTION 


Attendance Jumps When Carriers Work for You ... 


AUDIO VISUAL AIDS 


Illustrate a Speech with Elements of Showmanship .. 
New Equipment for Better Communications - 
Peanuts, Posters, Sawdust ''Flavor'’ Circus-Theme Film . 


CONVENTION THEME 


How to Implement a Theme at a National Convention . 


ENTERTAINMENT 


Your 12 Biggest Mistakes in Entertainment Planning 


EXHIBIT FACILITIES 


Install Simultaneous Shows at New Coliseum 


EXHIBIT TECHNIQUES 


Could Your Product Be Its Own Best Exhibit? 
Ingenuity Multiplies Exhibit Impact .. 
Start with Good Internal Communications 


INCENTIVE TRAVEL 


Philco Goes Just About as Far As You Can Go: Around the World . 


What You Should Know About Travel Incentives 
10 Pitfalls in Planning Travel Incentive Contests 


MEETING TECHNIQUES 
Give ‘Em What They Want 
Role-Playing: Do-It-Yourself Technique 
Secrets of ‘'Esquire's'’ $100 Forum e 
Wake'’ Meeting Revives Departed Business .... 
Who Eats Lunch with Ycur President? 


TELEVISED MEETINGS 


Closed Circuits Are Humming: More Uses, More Users 


DEPARTMENTS 


19 Fa es 
112 Meetina 
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New book about 
Joe is FREE 


Joe Jennings is a company sales- 
man—a distributor—a dealer— 
a district manager. He is the 
man that attends your sales 
meetings. He's your lifeline . . . 
probably the most important 
man in the business world. 


Dramaturgy met Joe 28 years 
ago when we produced our first 
industrial show. We have con- 
tinually studied his character- 
istics, traits, emotions, motiva- 
tions and desires. We have 
learned what it takes to get a 
message through to him and 
how to get him to act upon it. 


"WE KNOW JOE" is a new 
booklet in which we discuss the 
proper care and feeding of Joe 
at a sales meeting. You will find 
this information helpful regard- 
less of the type of meeting you 
are planning . . . product an- 
nouncement, sales training, pep 
session, 2-hour meeting, 2-day 
meeting or spectacular. Write 
today for your FREE copy. 


DRAMATURGY, INC. 


2307 Chester Ave., Cleveland 14, Ohio 
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Moving? GS® Call... 


Your ALLIED agent 


no.! specialist 
in long-distance moving| 


a 


(packing and storage, too!) 


No expensive crating problems when you 
move trade show displays and equip- 
ment by Allied. Nationwide storage 
facilities permit hold overs, saves 
transportation costs to home office for 
re-shipment. 


4 


Prompt pick-up and delivery assured by 
over 2200 vans. Special attention to 
your individual needs. Agents from 
coast to coast—see classified telephone 
directory. General Offices, Broadview, 
Illinois. 
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Now the Midwest’s Finest Resort-Convention Center 
COMPLETELY REBUILT, REDESIGNED, REGLORIFIED — AIR CONDITIONING ADDED 


Here are a few of the unique features 
that make the French Lick-Sheraton a 
resort-convention heaven 


Set in 1,772 acres of 
beautiful, rolling hills. 


Easy to reach. 


Two championship 
golf courses. 


e New swimming pool. 


e Flowing mineral springs 
and bath. 


e Riding stables. 
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Har Tru Tennis Courts. 
Famous skeet shooting 
range 

Modernized, air- 
conditicned convention 
hall for 1,000 people. 


New function rooms for 
from 25 to 300 persons. 
Private airstrip and 
railroad siding. 


The famed French Lick-Sheraton Hotel (formerly the 
French Lick Springs) has just been reopened! Now 
there’s air-conditioning. Now there are beautiful new 
rooms. Now everything looks bright, cheerful, brand 
new. Today it is the finest spot in the midwest for a 
convention or a happy family vacation. 


NOW BOOKING For information, write Arthur J. 
Newman, General Manager, French Lick-Sheraton 
Hotel, French Lick, Indiana. 


S H E RAT Oo N the proudest name in H OT E LS 


PEABODY 
625 ROOMS 


CLARIDGE & 
400 ROOMS § 


FOR 
MID-AMERICA 
MEETINGS 


PARKVIEW 
165 ROOMS 


AMBASSADOR 
140 ROOMS 


@ Yes, the location of Memphis truly makes it a wonderful spot for 
conventions. But, it takes more than just a good location to produce 
successful group meetings .. . it takes adequate facilities plus consider- 
able convention “know-how.” That’s why these nine fine Memphis 
hotels with their 2,445 rooms and 111,570 sq. ft. of meeting space, plus 
a sincere desire to give the kind of help and service that “brings you 
back again next year,” further make Memphis a wise choice. Convenient 
to all is the completely air-conditioned Municipal Auditorium with its 
spacious exhibit hall, concert hall and Arena which seats 6,000. Add to 
these features the excellent air, rail and highway facilities and Memphis’ 
world famous atmosphere of Southern charm and hospitality and you’ve 
got a combination that simply can’t miss. The right combination for 
your next convention or sales meeting. 


CHISCA 
400 ROOMS 


KING COTTON | 
200 ROOMS 


GAYOSO 


175 ROOMS 
250 ROOMS 


GEO. VINCENT 
90 ROOMS 


¢ WRITE OR USE HANDY COUPON 
FOR .DETAILED INFORMATION 


lima Franks, Secy., Memphis Hotel Assn. 
P. O. Box 337, Memphis, Tenn. 


NAME 


ORGANIZATION 


ADDRESS 


CITY STATE 
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Facilities Roundup 


New Facilities Being Built or 
Remodeled for Conventions 


DALLAS 


Construction of $8.5 million 600- 
| is underway, Ernest Hen- 

nt of Sheraton Corp. 

called Sheraton 

tel will be part o 

omprising hotel, 

nd garage and 


f 


ors of hote 


pace of the 


city. Completely 
| boasts five ball 
nq rooms, plus 
ed banquet kitchen. 


POUGHKEEPSIE, N. Y. 


New three-story wing 
the Ne 


an 
)00 


PRINCETON, N. J. 


Expansion and m 
gram of Pri 
banquet ana } 
Construction of new cocktail lounge, 
enlargement of parking lot and in- 
stallation of self-service elevator are 
Air-conaitioning is planned 


ate 


tor 30 »0mM plus all public 
pace. 


HONOLULU 
Conrad J. Hilton, president, Hilton 


Hotels Corp., confirms plans for new 
$10-million hotel to be built by 1957. 
Hotel Hilton Hawaii Kai will be lo- 
cated on Waikiki Beach with 400 air 
conditioned guest rooms, five swim- 
ming pools and a lagoon. In addition 
to main hotel building, plans call for 
tudio lanais, bungalows, a native 
Hawaiian village, plus restaurant and 
convention facilities on a 20-acre 
tract, New 22-story hotel, tallest 
building in Honolulu, will be oper- 
ated by Hilton Hotels International. 
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The Case of the Talking Dog... 


> Modeled after a Great Dane and named “Vesta,” this transparent 
plastic dog is complete in every detail . . . skeleton, teeth, muscular 
system, internal organs, and an intricate mechanical voice. Designed 
for the Gaines Dog Research Center by a German Museum to pro- 
mote better care and understanding of dogs, Vesta has toured the 
United States in a Mayflower Moving Van giving dramatic talks 
about herself. Crated she weighs 1,440 pounds. 

Whether it’s a delicate mechanical display, a company exhibit or 
a whole fair, your goods will receive the same expert handling with 
Mayflower. Mayflower will custom-tailor its service to fit your needs. 
The next time you have a display or exhibit to move, call your local 
Mayflower agent. It’s the safe, easy way to move them anytime, 


anywhere! 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS 


Mayflower Service is available through selected warehouse agents through- 
out the United States and Canada. Your local Mayflower agent is listed under 
Moving in the classified section of your telephone directory. 


NATION-WIDE 
FURNITURE MOVERS 


America's Finest Long-Distance Moving Service 


Another free service for subscribers 


Help with Visual Aids, 
Exhibit, Entertainment 
And Show Problems 


It is good to know in advance that just the audio-visual equipment 
you need will be available when you need it. It is a load off your mind, 
too, to know of suppliers of all types of services who can handle your 
requirements in a distant city when you arrive for your meeting or 


exhibit. 


No matter what kind of audio-visual equipment you might need— 
anywhere — Meeting-Site Service probably can come up with the 
company that can supply it where you need it. Both rental and sale 


of equipment are covered. 


For exhibit erection, repair, supply of decorations or furniture, or 
any type of show service, check with Meeting-Site Service for a list 


of companies in the areas in which you are interested. 


Entertainment sources—from individual musicians or acts to com- 


plete productions—can be supplied upon request. 


For assistance with any of your meeting problems, check with 
Meeting-Site Service. Write: 


MEETING-SITE SERVICE 
SALES MEETINGS 
1212 Chestnut Street 
Philadelphia 7, Pa. 


MINNEAPOLIS 


Nicollet Hotel announces installa- 
tion of closed-circuit TV and central- 
ized radio system. TV sets and radios 
have been installed in each of 600 
rooms. Centralized radio system per- 
mits convention speeches and an- 
nouncements to be heard in all parts 
of the hotel via special channel. Built- 
in jack permits emergency alerts to 
be broadcast whether or not radio is 


on 


BATON ROUGE, LA. 


Addition to Heidelberg and King 
Hotels will cost $2.5 to $3 million 
A. C. Glassell, head of Pick Hotels 
Corp., reports. New facilities will in 
clude 200 rooms, interior for 300 
cars, and ballroom for 1,000. Meet- 
ing and banquet rooms, plus swim- 
ming pool and other recreational 
facilities will be housed in the new 
building. 


MIAMI BEACH 


Golden Gate Hotel will have meet- 
ing facilities for 1,500 with comple- 
tion of new convention hall by July, 
1956. Modern, fully equipped kitchen 
can serve banquet for 1,200 in 35 
minutes. Two. smaller halls are 
planned to seat 350 and 500. 


NEW YORK 


Henry Hudson Hotel plans $500,- 
000 alterations in preparation for 
opening of Coliseum, Albert F. 
Koenig, general manager, announces. 
Refurbished facilities will include 60 
suites, 1,200 rooms and new banquet 
halls. Ballroom will accommodate 
1,000 when completed. Pian calls for 
new cocktail lounge on E, 58th St. 

Air-conditioning project which will 
make the Hotel Statler one of the 
largest, completely air-conditioned 
hotels in the world is underway. By 
June |, Statler will have 500 air con- 
ditioned rooms, with the entire job 
completed by the end of the year. 


MONTREAL 


New 1|7-story wing is planned for 
Royal York Hotel with construction 
slated to begin soon. Wing will add 
400 rooms, and 15,200-sq.-ft. ban- 
quet room for |,700. Banquet room 
can be converted to meeting room 
for 3,000. Completely air-conditioned 
addition will have |4 other rooms 
for meetings or banquets, Escalators 
will provide direct access to lobby 
and meeting rooms from lower floors. 
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MIAMI 


Resort hotel will be the main fea- 
ture of a proposed $18-million de- 
velopment planned by John Randolph 
Hearst. Tentative plans call for 800 
rooms. Construction is expected to 


begin metime thi vear. 


BAL HARBOUR, FLA. 


New 475-room resort hotel, Ameri- 
ana, is expected to be completed 
November, 1956. Five meeting and 
banquet rooms are planned. Largest 
will ac 1,500. Exhibit 
pace totals 14,500 sq. ft. Complete 
audio-visual aids will be available, 
according to Charles T. Craddock, 
managing direct r with + harae 


. meetina r ms. 


commodate 


SYRACUSE 


polar 130 new 

t of $2 million. 

> moved from seventh 
Plans call for con- 
on present parking 


SEATTLE 


Western Hotels announces 
ernization and enlargement program 
for Olympic Hotel. Improvements 
lated include drive-in entrance, large 
new ballroom, expanded _ kitchen 


‘ngs et 
Tacilities and new specialty restau- 


mod- 


rant 


FRESNO, CALIF. 


Building program of Californian 
Hotel, not yet underway, has already 
been expanded. New plans call for 
100 units instead of 60. Main ball- 
room will be enlarged to 13,600 sa. 
ft. if 

Construction has begun on newest 
addition to Hacienda Hotel. Eighty- 
eight units will be added for a total 
of 357 rooms. Building program 


| J) ! l 
hould be completed by June. 


KANSAS CITY, MO. 


Latest development in expansion 
of Muehlebach Hotel is purchase of 
Orpheum Theater, adjacent to hotel, 
according to Barney L. Allis, presi- 
dent, Trianon Hotel Co. Theater 
building may be used to expand din- 
ing and exhibit facilities. 

An |8-story addition, now under 
construction, will give hotel a total 
of 1,000 rooms when completed in 
mid-1956. 

The End 
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Convention 


with a French accent... 


... the world-famous 


CHATEAU FRONTENAC 


overlooking historic old Québec, Canada 


Youll find a new world of fun in 
this Old World garrison high 
above the St. Lawrence. Just over- 
night from New York, Chicago 
and many other U. S. cities, the 
Chateau Frontenac offers an un- 
conventional French atmosphere 
to delight a convention crowd. 


For Fun: after meetings, see both 
Québecs, Upper and Lower, the 
Citadel, the Plains of Abraham; 
shop along the narrow French 
streets, visit famous churches and 
shrines, watch snow sports in sea- 
son, take Laurentian excursions, 
play golf, ride horse-drawn 
caléches. 


Let us handle all convention de- 
tails. Our facilities are complete: 


723 rooms e Meeting rooms, all 
sizes; Luxurious banquet halls; 
Portable public address system; 
Projectors, 16 and 35 mm; trained 
operators; And individual exhibi- 
tion rooms. 


For information and reservations, 
write: Convention Traffic Man- 
ager, Windsor Station, Montreal, 
Québec; or Canadian Pacific, 581 


Fifth Avenue, N. Y. 17, N. Y. 


THE INSIDE STORY OF 


The Worle Most 
Llagant Hotel ... 


for Croup Meetings 


As you read these lines, the construction of the really 
amazing, new $17,000,000 AMERICANA 

is being completed on schedule in Bal Harbour, 

Miami Beach. Why this magnificent structure will be the 
most elegant—and ideal—for group meetings and how 
its facilities can literally be “tailor made” to meet 


every meeting requirement is a story you should read. 


on, Same 


THE ESSENTIAL INGREDIENT 


In planning the AMERICANA, no factor has received 
greater consideration than its Service Staff for 

Group Meetings. For months, Vice President and 
Managing Director, Charies T. Craddock, has been 
assembling a hand-picked corps of seasoned specialists. 
From the standpoint of experience, talent and ability 

to completely relieve you of, and to deftly handle 
important details, our staff will be unique. It will avail 

to you the highest level of personal service ever offered 


by a hotel to groups, their executives, members and wives 


AT THE OUTSET 


. we added to our own long experience in this field 
by learning, at first hand, what you've lacked and needed 
in the past . . . and what you want and should expect 
of future meeting sites. We talked to hundreds of men 
and women who had attended meetings of all types, 
as to their likes and dislikes. More than that, we surveyed 
the facilities of every major hotel in the entire Nation 
As a result, no other hotel in America will offer you 
as much in service, facilities, equipment 


and spacious elegance as the AMERICAN 


THE GUEST FACILITIES 


Tell decorators, architects, engineers, you want the most 
exquisite, the most luxurious guest accommodations 
available anywhere in the world—and you might 
duplicate what we offer. But is will cost you no less than 
$35,000 per room. Your group may be in the $500,000 
income bracket—but not one of our 475 raoms and 
suites—each with an Ocean View—would fail to please 
the most fastidious taste. For overflow, there are 2,000 
additional de luxe, guest rooms at your disposal in six 
fine hotels immediately adjacent to the AMERICANA area. 


~~ ly 


THE PERFECT LOCATION 


We found it in Bal Harbour—a serenely beautiful 
residential section in the northern limits of Miami Beach. 
Here on this vast, 10-acre ocean-front estate 
you can conduct important meetings without outside 
influence and distraction... all that is gay and glamorous 
can be enjoyed right in the AMERICANA . 
should you wish to visit Miami Beach.. . and 
the many beautiful and glamorous opportunities 

version nearby ...all these are but 


moments from your door 


SO MUCH TO ENJOY 


Superlative restaurants, Broadway entertainment, 

a continuous program of gala events 

matchless beach, pool, cabana club and other sports 
facilities 10 acres of tropical gardens . everything's 
here in the AMERICANA world for your group to enjoy 
Most important, at the AMERICANA, there is no 

such thing as a “Conventioneer” or, indeed, a 
“Regular-guest Season.’ Every guest enjoys the same 

high level of service, facilities, cuisine and feature 


entertainment every month throughout the entire year 


THE PUBLIC ROOMS 


Bring us the ten leaders in your business or profession, 
and we'll supply the kind of meeting room and service 
they require. Or bring us a hundred, five hundred, 

fifteen hundred people for a protracted series of group 
meetings, and we'll provide flexible combinations of rooms 
for every session—with sound equipment, projectors, 

and all the latest aids to visual education and the 
communication of ideas. The AMERICANA offers 

the largest selection of meeting rooms in the South— 


and its equipment is unsurpassed. 


THE HOTEL F THE AMERICAS 


mericana 


OCEANFRONT, 96th TO 98th STREET, 
BAL HARBOUR, MIAMI BEACH, FLORIDA 


7 a6 


AT YOUR SERVICE 


A Group Meeting Service Staff of over 100 specialists 
with more than 1000 years experience in planning and 
servicing successful meetings. The AMERICANA will open 
its doors to guests November 1956. We are extremely 
anxious to have you and the members of your fine 
organization be among the first to enjoy the exceptional 
facilities of this great, new Resort-Estate. 

Send today for descriptive Group Meeting Brochure 
with plans, rates and list of available dates. Address 
inquiries to: Charles T. Craddock, V. P. & Mng. Dir. 


MEETING & SHOW NEWS 


Travel Incentives Up 300% 


Travel business resulting from sales incentive pro- 
grams in 1956 will be up 300% over 1955 for an 
all-time high of $40 million, predicts George Fehl- 
man, executive vice-president, Belnap & Thompson, 
Chicago-based sales incentive organization. 

Addressing a travel incentive conference of air- 
line sales executives, he pointed out that the in- 
crease in sales incentive travel is an important factor 
in the overall! increase in travel expenditures. 

REASONS William R. Batemen, American Express Travel 


Service, who also addressed the conference, looks 


for the big increase in incentive travel to come from 
WHY DOCTORS MEET group occasions—''sales meetings in a glamorous 
travel setting.” 
AT TH F DRAKE Ribbons Mark New Items at Show 


Blue ribbons were used at the Tool Show, spon- 
sored by American Society of Tool Engineers, 
| Four large s\ities March 19-23, Chicago, to spotlight new advances 

banquet rooms a, in tooling. Idea is an attempt to enable show visitors 

16 air-condit 95 to 300 person” to find new items on display easily and without too 

commodating § ent location—0O" the much lost motion. Approximately 480 blue ribbons 
9 Pelightfully conve Lake Michigan. ' were displayed on outstanding innovations in tool 
~ chores of peautilt all ait conditiones engineering, out of a total of 28,000 items on 

5 room. display. 

you eeeamsi to complert “With only a limited time to see the many 

4 Experie! . ake your conven products on display, the show visitor by looking for 
arrangements a lly . a blue ribbon can pick out the high spots of the 
in emoothly annus erately show, according to Harry E. Conrad, executive 


ous ini | atmospheric eo secretary, ASTE. 
: wells 


and 
Plus 


ac- 


ing 
ioned meeting 
1 jor TOU. 


- mod 


= Three fam he 

= ‘ced Oak Room, ‘distinctive Ca 
od Room ant the al 

in 


House. covides personal SMI Turns Down 250 Booth Requests 


6 Owner-Managen ical Difficult, but pleasant job of rationing exhibit 
zed service. bles eg oe booths has been concluded for Super Market In- 
7 The Drake, yee o more than other - stitute's annual convention. Committee of industry 
vantages, costs P ; | leaders allocated 545 booths available instead of 
hotels. 800 requested. Committee also decided to repeat 
last year's innovation—two triangular island booths. 
Show is scheduled for Cleveland's Public Auditor- 

ium, May 6-9. 


many exe 


resident aun 
: resident—»-4"" 
pick Flynn, on | Consider Another Intl. Fair in Canada 
TELET YP ciperior 7-2200 Plans are underway for the establishment of an 
wo international Pacific Trade Fair on the grounds of 
Pacific National Exhibition, Vancouver, B. C., V. Ben 
Williams, fair manager, announces. Possibilities of 
such a trade fair have been discussed with Canadian 
Department of Trade and Commerce. 
Williams also expects an early decision on the 
advance sales of PNE tickets and car giveaways, 
which were banned last year. 


E. L. Brashears, P 


NOMA Show Breaking Space Records 


Floor space of 1956 Office Machinery and Equip- 
ment Exposition is expected to exceed 70,000 sq. 
ft. breaking all records for a show of its kind. Ex- 
hibitors in the show, scheduled for Philadelphia, 
May 20-24, are looking forward to a banner year 
after a survey conducted by National Office Man- 
agement Assn. showed that 44% of office executives 
queried planned to purchase new equipment this 
year, 
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Set Tentative Date for Fair in Miami 


Construction of Miami's long awaited permanent 
world's fair is expected to get underway sometime 
this month. To be called ‘'Interama," fair is expected 
to attract approximately 59,000,000 visitors in the 
first five years. 

Project will be financed by a $70 million bond 
issue marketed March 6. Designed to. promote 
better trade relations and understanding between 
the United States and Latin America, fair will fea- 
ture permanent exhibits sponsored by Western 
Hemisphere governments. Commercial firms of all 
izes are expected to participate. 

Interama will be situated on a |,675-acre location 
bordering Biscayne Bay. Show authorities promise 
a degree of dignity in amusement area being 
planned, but no definite plans have been announced 
on types of amusements to be used. December, 
1958 is tentative opening date. 


Atomic Fair Shifted to Navy Pier 


Heavy demand for exhibit space at the second 
annual Trade Fair of the Atomic Industry has forced 
a shift of the fair site to Navy Pier, Chicago, in- 
tead of Hotel Morrison as originally annc unced. 
Fair, Sept, 24-28, will run concurrent with a forum 
on ‘management and technology for the atomic 
industry,’ the Atomic Industrial Forum announces. 

First Trade Fair played host to over 7,500 ob- 
ervers from U.S. and 41! foreian countries. 


N. Y. Hits High in Meetings 
New York Convention and Visitors Bureau re- 
ports a record breaking convention and vacation 
business for 1955. New high of 756 convention 
met in New York last year, spending close to $214 
million. Officials are looking for an even better 
in 1956. with the opening of the Coliseum. 
Expenditures by convention and exhibit visitor 
hould top $225 milli it is anticipated. 


Welding Show Sold Out 


Welding Show at Memorial Auditorium, Buffalo, 
reports a sellout. Show will be held in conjunction 
with American Welding Society's annual spring 
meeting, May 7-|1. Special feature of the show 
will be a non-technical conference on welding for 
production executives, who are. not required to 
keep abreast of laboratory research. An educational 
ecture series for engineering students is also 
planned. Show officials announce there will be more 
live demonstrations of welding processes than have 
ever been conducted under one roof before. 


Race Track Seeks Conventions 


Facilities of 320-acre Laurel Race course, Laurel, 
Md., are now available to meetings, conventions 
and trade shows during the ‘'off'’ season, John D. 
Schapiro, president, announces. Racing plant 
onvenient to all transportation facilities, with rail- 
road sidings providing direct access for freight 
unloading. Track is 18 miles from Washington, D. C. 

Clubroom can be used for meetings or displays. 
Escalators, elevators, additional meeting rooms and 
torage space, plus 65,000 sq. ft. exhibit space on 
two floors is offered. Off season of track runs from 


Nov. 13 to April 17, and May 6 through Oct. 23. 


SM/APRIL I, 1956 


WATCHED 
IT GROW... 


The New Coliseum 
in New York 


Granted—we don’t know much 
about the materials that go into 
building an exhibition hall like the 
gigantic New York Coliseum . . . but 
we do know a great deal about the 
materials that go into it once it’s 
built. With its grand opening in May, 
the Coliseum—the largest exhibition 
hall of its kind in the world—will 
play host to the 1956 Home Building 
Exposition, and Railway Express is 
looking forward todelivering many of 
the exhibits and materials involved. 


So, whether you’re exhibiting at the 
Coliseum, or any other place in the 
country, phone your nearest Railway 
Express office. We will pick up your 
display materials in areas covered 
by our vehicle service. You can be 
assured of prompt delivery . .. your 
displays get “‘VIP’”’ treatment in 
transit. Our Itinerary Display Serv- 
ice can work out a complete schedule 
for point-to-point movement of your 
display by rail or air express... saves 
you time, money, and headaches, 


riLWa Se 
« EXPRESS 


ale CC. a 
For a successful convention EN Pe a 


or meeting, see or call 
your nearest 


& 


Railway Express office 


in all the World — 
there's no city like 


WASHINGTON 


in all of WASHINGTON 
there’s no place like 


the ARMORY 


CONVENTIONS — 
TRADE ASSOCIA- 
TION SHOWS, 
COMMERCIAL 
EXHIBITS, ETC. 


FROM ANYWHERE IN D. C., IT’S EASY TO REACH THE ARMORY. 


THE Plus ADVANTAGES: 


®@ 76,000 Sq. Ft. unobstructed Experienced Personnel 
Floor Space on One Floor* Available 


@ Excellent Public Address Parking for 1500 cars 


Additional Meeting Rooms 
Convenient for Trucks and 
@ Easy Drive-in Accommoda- Heavy Equipment 

tions New, Modern Ventilating 
®@ Abundant Storage Space System 


GREAT EVENTS AT THE ARMORY: 


@ American Medical A iati @ National A iati of 
Funeral Directors @ American Bottlers of Carbonated Beverages 
@ American Dental A iation @ National A iation of Retail 
Grocers @ National Institute of Drycleaning © Trailer Coach 
Manufacturers 


System 


*An additional 65,000 sq. ft. available—subject to approval of Armory Boara. 
For Information write: Armory Board Manager 
NATIONAL GUARD ARMORY 

2001 EAST CAPITOL STREET 
WASHINGTON 3, D. C. 


MEETING & SHOW NEWS continued 


Hardware Show to Use 100,000 Sq. Ft. 


Planning for Profit’ will be the theme of the 
11th annual National Hardware Show at the New 
York Coliseum, Oct. 1-5. Separate division is 
planned again this year for lawn, garden and out- 
door living equipment. Displays have been allotted 
100,000 sq. ft. of the overall space. 

Special feature of the show will be the dealer 
aid program where manufacturers will offer tips to 
dealers on improving sales. 


Zeckendorf, Rose Silent on New Plans 


Nothing new has been heard on the latest project 
of Billy Rose and William Zeckendorf—40-acre de- 
velopment called ‘Manhattan Gardens,'' vaquely 
along the lines of Copenhagen's Tivoli Gardens. 
Plans for the project, to be built on the site of 
present freight yards of the New York Central 
Railroad, rival the defunct Palace of Progress idea. 

Palace of Progress, to be built in the air over 
Pennsylvania Station, died when it proved to be 
neither economically feasible nor practical from an 
engineering standpoint, New ‘Manhatten Gardens’ 
has reportedly eaten up a $1! million, with not a 
spadeful of dirt turned. 


Meeting Techniques Conference in Sept. 


Dartnell Corp. will stage a two-day executive 
training conference on ‘Improved Techniques for 
Planning and Staging Meetings and Conventions,’ 
Sept. 24-25, in Atlantic City. Emphasis will be on 
demonstration of professional techniques and equip- 
ment used to stage successful meetings and con- 
ventions. Fee is $175 with a 10% discount available 
to three or more executives from one organization. 


Cable Car Tickets Used in Promotion 


First National Bank & Trust Co., Tulsa, played 
host to recent American Petroleum Institute dele- 
gates aboard San Francisco's famed cable cars. 
Bank distributed over 10,000 complimentary tickets 
at the meeting in San Francisco. Each book of 
tickets was accompanied by a poem, signed by 
R. Otis McClintock, chairman of the board. 


150 Exhibitors for Handling Institute 


Up to 20,000 visitors are expected at the Ma- 
terial Handling Institute's Exposition at Cleveland 
Public Auditorium, June 5-8, announces R, L. Fair- 
bank, chairman of exposition committee. More than 
150 manufacturers will participate in the show, 
which will feature technical sessions sponsored by 
the American Material Handling Society. 


Travel Show in N. Y. in Feb. 


Advertising agencies will receive commissions on 
exhibit space sold at the first International Travel- 
rama, scheduled for the New York Coliseum, Feb- 
ruary 2-10, 1957. Travelrama will be devoted to 
travel, with displays confined to travel and vacation 
fields and products directly connected with them. 

Show will be backed by largest promotional 
budget ever allocated to a travel show in this coun- 
try, according to Albert J. Chase, president, Inter- 
national Travelrama, Inc., New York City, organizer 
of the show. 
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THE MOST ty CONVENTIONS 


CONTINUE AT BOCA 


Boca Raton’s new management hastens to assure convention groups that they will 
continue to be welcome at “the World’s Most Beautiful Resort Estate” 

Boca’s grandeur and spaciousness are measured in miles; its facilities for full 
and gracious living are, we believe, unequalled in the world. Hundreds of 
unsolicited letters testify to the perfection of detail in the execution of 


convention arrangements . 


A wide selection of meeting rooms for groups from a score to 700 is climaxed 
by a modern air-conditioned theatre equipped with every modern device for audio 


and visual presentation. 


For relaxation — golf and tennis in the aura of world’s champions is at the door; 
swimming at two Olympic pools or at the sumptuous Boca Cabana Club with its 
half-mile of white sands on the blue Atlantic; fishing to suit your mood — from 
spear fishing in famed Lake Boca to deep sea fishing on the ocean going boats 
which leave the hotel’s docks at frequent intervals. 

After dark there is a wealth of entertainment, from prevues of Hollywood features 
on the modern Cinemascope screen to dancing under tropical skies to the en- 
chanting music of world renowned orchestras. Unexcelled cuisine in one of the 
many fabled dining rooms, commodious living rooms and suites, all in an atmos- 


phere of quiet splendour, unduplicated anywhere. 


A few dates are still available between October 1st and late January and between 
April lst and mid-May. It is suggested that interested groups contact our con- 


vention department without delay. 


ie RATON HOTEL and CLUB 


ecath om — 


Boca Raton, Florida Stuart L. Moore, President 
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MONTREAL 
TORONTO 


DETROIT HAMILTON 
NIAGARA FALLS 
BUFFALO 


CHICAGO 
ALBANY 
ROCHESTER 


BOSTON 


AKRON SPRINGFIELD, Mass. 


INDIANAPOLIS CINCINNATI 


_ PROVIDENCE 


SAN FRANCISCO 


Coast-to-coast — they take part in 


LOS ANGELES NEW YORK 
PASADENA y 
ST. LOUIS BALTIMORE 
WASHINGTON 


Choose Your Own Cities 


We'll tailor-make your net- 
work for you. Any cities — 
from 2 to 200 and more. 
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your convention—even ask questions 


WITH 


SHERATON CLOSED CIRCUIT TV 


Now you can bring your entire national organization 
together — at lower cost than ever before. You can do it 
without taking any key men away from their districts. 
You can do it quickly, easily and economically through 
Sheraton’s Closed Circuit TV Network. 

This new way of holding a national meeting is a 
proven success. Hundreds of organizations have found it 
saves time, saves money, gets results. 

With Sheraton TV you can talk face-to-face with audi- 
ences coast-to-coast simultaneously on,theatre size 
screen. You can reach two cities or a hundred cities. 
You can talk not only to people in Sheraton cities in the 
United States and Canada but to people in other cities 
as well. What’s more your audiences can talk to you, 


Giant Screen 
Full 


COLOR 


Now Available — 
Selective Basis 


SM/APRIL 


ask questions, as well as see and hear you. 

The Sheraton Closed Circuit TV plan is completely 
flexible. Sheraton experts will tailor-make a convention 
to fit your needs. They will also relieve you of all the 
technical details, help with your programming and sim- 
plify your organizational problems. 

if you’re planning to hold a national convention .. . 
or would like to launch a new product or sales plan. . . 
or if you’re looking for a way to get your entire organ- 
ization together at reasonable cost . . . then you should 
give careful study to Sheraton’s Closed Circuit TV Net- 
work. For complete information, contact: Sheraton 
Television, Sheraton-McAlpin Hotel, New York, N.Y. 
COlumbus 5-3830. 


SHERATON 


CLOSED CIRCUIT TV 


NETWORK 


Covering every major city in the U.S.A. 


and Canadian television cities 


American 
answers your 


Convention 
Questions 


The specialists of American Airlines 
welcome any questions you might have 
regarding your forthcoming convention. 
They would also welcome the opportunity 
to assist you in all your convention planning. 
With unmatched experience in group travel 
... the most modern fleet aloft... and flights 
to seventy-seven leading cities, American is 
best qualified to serve your needs and insure 
the success of your convention. Without 
obligation, use the keyed coupon below or 
write directly to Mr. Richard A. 
MacDonald, Convention Manager, 
American Airlines, Inc., 100 Park Avenue, 
New York 17, New York. 


American Airlines, Inc. 
100 Park Avenue, New York 17, New York 
Dear Sir: 


oo onion -» Ww DN 


Mr. Richard A. MacDonald, Convention Manager 


l What are the advantages of holding a con- 


vention in a large city? 


Which cities do you consider ideal and 
what are the advantages of each city? 


Do the hotels have meeting rooms large 
enough to accommodate my group? 


Do the hotels have adequate space for 
exhibitors? 


What forms of entertainment are available 
in these cities? 


Are there good stores for shopping? 
What are the advantages of holding a 
convention at a resort? 


Which resorts do you recommend for a 
convention of our size? 


Do these resorts have meeting rooms large 
enough to accommodate my group? 


Is there space available at these resorts for 
exhibitors? 


What forms of entertainment are available 
at these resorts? 


What forms of transportation are available 
to the cities or resorts recommended? 


What are the airline schedules? 
What are the schedules of other forms of 
transportation? 


How will I encourage people to attend? 


Is it possible to arrange for special airline 


flights? 


How can I arrange a post-convention tour? 


What places do you suggest for such a 
tour? 


May I please have the answers to the questions circled below. 
The approximate size of my group will be 
Our convention is tentatively planned for sometime in 


2 FOES. f2 OP BCU ea ewe ee Se 


AMERICAN 
Bro AIRLINES 


Amercas —kading Arline 


Name Title 
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AS THE EDITORS SEE IT 


SALES MEETINGS 
April |, 1956 


SALES MEETING WITHOUT SALESMEN? 


Who ever heard of a sales meeting for non-sales em- 
ployes? If the idea is new to you now, it may not be for 


long. 


Until recently, few companies ever considered the value 
of meetings for non-sales employes to tell them about 
product benefits, competitive advantages and special qual- 
ity features. And, yet, this information would be well 
received by non-sales employes, and here’s why: 


It gives a man pride to feel that he helps to make the 
best ‘‘widget” on the market, and it gives him something 
to talk about at home and with friends. This talk— 
prompted by pride and a human need for recognition—is 
an invaluable asset to his company. Particularly with 
consumer goods, think of the buying influence any em- 
ploye can exert—through word of mouth—when he ex- 
pounds on his company’s products. 


How many competitive products to those manu- 
factured by your company are bought by your 
employes? Why is competitive purchase made 
against the best interest of the employe himself? 
Answer is simple: Non-sales employes are not 
sold on the products they manufacture the way a 
company’s salesmen are. 


When an employe tells his neighbor that the best buy 
in a power tool is the one his company makes, and he 
ought to know because he’s right in the plant and his 
job is to check tolerences, it carries conviction. “And 
another thing,” he might say, “our motors have a new 
alloy bearing that nobody has been able to come close to.” 


How much is this kind of talk worth to a manufac- 
turer? Is there a better form of advertising? How much 
more productive is an employe who is sold on the prod- 
uct to which his talents have been applied? 


Meetings for non-sales employes can be an 
effective tool, especially when you have a quality 
story to tell, and managements in a few instances 
are beginning to evaluate this idea. The same 
techniques that stimulate salesmen certainly can 
motivate non-sales people. 


Duncan C. Menzies, president, Servel, Inc., is “‘in 
complete accord” with the idea “of ‘selling’ factory em- 
ployes on the advantages of the products they help to 
build,” and this attitude of top management is a grow- 
ing one. “For many years,’ Menzies reveals, ‘“Servel 
has made a practice of conducting departmental sales 
meetings to educate employes on the superior advantages 
of Servel products. 


“Such meetings, as you well know, pay dividends in 
many ways—in stimulating employes’ pride in the work 
they are doing (and consequently improving quality and 
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production efficiency), in giving employes positive infor- 
mation to spread by word of mouth to their friends and 
neighbors in the community, and in increasing employe 
purchases of the products they help to build.” 


As an “enthusiastic supporter’ of the sales meeting for 
non-sales employe, Menzies is not alone, Shick Incorpo- 
rated, according to C. M. Arrowsmith, director of in- 
dustrial relations, has used orientation meetings with new 
employes to trace “the development of our shaver and 
we show them competitive makes. This allows us an op- 
portunity to point out the advantages of our product and 
I believe the effect is good.” 


Shick is about to expand this approach. “We 
plan to have regular employe meetings approxi- 
mately three times a year,” says Arrowsmith, 
“talking to our employes in groups of about 30 to 
40. While our plans are not complete at this time, 
I am reasonably sure that we shall try to instill in 
our people a greater confidence that the product 
they work on is the best.” 


When told of the growing trend of thinking on meet- 
ings for non-sales people, Robert A. Speidel, executive 
vice-president, consumer products, Radio Corp. of Amer- 
ica, says, “I am happy to tell you that we agree... A 
substantial number of employes not engaged in direct 
sales activities are always included in our major sales 
meetings, and even though we have found this practice 
to be a costly one, we feel the expenditure is very much 
worth-while.” 


As long as employes see little merit in buying your 
products in favor of competitive makes, and as long as 
employes are not boasting about the things they make, 
management must take a hard look at the possibilities of 
sales meetings for everyone. Word-of-mouth advertising 

result of stimulation meetings—is an invest that re- 
quires careful appraisal today. 


Certainly something is needed when employes 
who can buy their firms’ products at a discount 
still have competitive products at home. 


KIT OF IDEAS 


Society of Exploration Geophysicists has come forth 
with an idea that we pass along for your consideration. 
Colin Campbell, business manager of -the Society, has 
developed a meeting-planning kit by tearing out pages of 
SALES Meetincs which he lends to general chairmen of 
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the convention spot 


that has everything... 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF @ TENNIS @ SWIMMING e 
HORSEBACK RIDING @ SKEET AND 
TRAP SHOOTING @ FISHING e 
MOVIES @ BOWLING @ DRIVE 
YOURSELF SERVICE ¢ OUTDOOR 
ICE SKATING @ DANCING 

AND EVENING ENTERTAINMENT 


MEETING AND BANQUET ROOMS 


MEETINGS 
No. of Rooms Max. Capacity 
Opera House 
Duchin Room 100 
Slalom Room 100 


(Numerous smaller rooms 20 to 50) 


BANQUET 
No. of Rooms Max. Capacity 


Lodge Dining Room 350 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 
RATES: American Plan European Plan 


per person, two 
. | 5 in a room RATES ON 


$ { 2 per person, REQUEST 


single room 
Capacity: Sleeping accommodations for 500 persons 


FOR RESERVATIONS and complete 
information address Mr. Winston 
McCrea, Mgr., Sun Valley, Idaho. 


each of his organization’s meetings as soon as they are 
appointed. 

“This kit,” says Campbell, “gives an amateur conven- | 
tion planner what he needs in technical information and | 
confidence to plan a successful meeting.” | 

By selection of articles and check lists to fit your | 
particular meeting needs, you may compile a work- | 
able kit for your meeting planners. An index for | 
your kit is a refinement that pays dividends when 
you seek particular information or ideas. 

Evidence that ideas do not have to be new to be effec- 
tive is offered in “Give "Em What They Want,” p. 104. 


This article by L. J. Cervone, general sales manager, | NOWHERE IN AMERICA IS THERE A MORE 


Gates Radio Co., explains how a survey reported in an 


issue four years ago was the basis of a recent successful | VERSATILE SETTING 


meeting for Gates. Other stunts and ideas used by Gates 


may be recognized as having been reported in various FOR EFFECTIVELY ENJOYABLE 


issues. 


“Right now we are planning for our 1956 meeting. | 
We already have chosen numerous suggestions which 


appeared in articles and stories in SALEs MEETINGS to | 


include in our program,” says Cervone. | j AND OTHER GROUP GATHERINGS 


Adaptation of old procedures produce new iech- | 
niques. By maintaining a workable file of ideas, | ‘ 
you have a jumping-off point for planning some-| _ 95 miles from New York... : 
thing new for your audiences. As further proof | in the beautiful Shawangunk Mountains 
that old ideas work, in next issue we plan a few | ... conveniently reached from all 
case histories of good meeting ideas that were directions by Car, Bus, and especially 
used more than 20 years ago. by Plane to JENNIE GROSSINGER AIRPORT. 

All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
FRINGE BENEFITS for Boating ae Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 

Social Programs; nationally famous cuisine. 2 

Most modern facilities and complete 
5 : cooperation in all aspects of Meeting 
A newer trend you might detect is use of a con- Rooms, Displays, Exhibits, Movie and 
vention as a medium to sell the values of the con- Sound Equipment, ete. 
vention city as a site for industrial expansion. 


There are many fringe values in association conventions 
that often are overlooked. One that now is growing is 


personnel recruitment. With shortages of technical per- 
sonnel, some associations are establishing employment 
offices at their conventions where companies in need of 
new personnel can talk to job seekers. 


«Sometime soon you may be invited to take a quick tour 


of factory and warehouse sites in the convention city with Y 
a view toward appraising the community for expansion 
of your business. In some localities newspapers, banking 
interests and utilities are working on cowperative plans to 
| on Grossinger Lake 


appeal to‘convention goers as future industrial neighbors. 
This trend makes sense. What better way—or 
better time—to suggest an industrial move then G @ © s s iN S ER ’ N. Y. 
when executives in a position to make or influence 
decisions are right on the spot. For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
WE KNOW WHAT YOU MEAN Phone Circle 7-4915 


We've heard such stories and now it’s happened to us. 

Our parent company, Bill Brothers Publishing Corp., 
held a meeting of business and editorial executives recently 
at the Roosevelt Hotel, New York City. We were to 
have the room at 1:30 pm with our session scheduled for 
2 PM. 

The hotel made no effort to “police” the schedule of 
another group that started its luncheon late and held up 
our room — and our meeting. 

If hotels book meetings close together for the same 
room, they should assume some responsibility toward keep- 
ing the first sessions from extending overtime. Rule for 
hotels should be: If you can’t service ‘em, don’t sell ’em. 
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Introducing hhc 
Vi O Ss A ! C FR sentry refurbished and 


redecorated, the new Mosaic Room 


. M is now available for meetings, 


banquets and receptions. Across from 


the New Yorker ' S the new Coffee House on the quiet 

Lower Lobby, this attractive room is 
newes t easily accessible to the lobby by 

p r i Va t e f unc t } on room the new two-way escalator. Air- 
conditioned and wired for closed 
circuit Television, the Mosaic Room 
also offers a large adjacent kitchen 
which provides delicious food and 
prompt service for banquet functions. 
For full information concerning the 
Mosaic Room . . . and the other 
attractive ballrooms and meeting 
rooms of the New Yorker . . . please 
contact our Sales Department. 
LOngacre 3-1000. 


Teletype: N. Y. 1-1384. 


THE MOSAIC ROOM 


Capacity Meetings 400—Banquets 350 

Dimensions 90'6” x 32'6”—Height 18’ wiktenas 
Floor Area 2867 '/, square feet 

Location Lower Lobby 


ST 
< S 


STORAGE AREA 
270 Sa FT 


TT) = escacaton To Lossy 


eREGHT ELEVATOR 


A 


HOTEL 
34th STREET AT 8th AVENUE Cw/ Cr 
NEW YORK 1, N. Y. 


Direct Tunnel Connection from Pennsylvania Station A HILTON HOTEL 
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NOW! A NEW DIMENSION IN DISPLAY FOR NEW YORK 


the NEW COLISEUM 


At long last New York, the incredible city, marketplace of the world, has an 
exhibit hall to be proud of 
The New Coliseum, a colossus of a building, stands now astride Columbu 
Circle at the very heart of the city. Its beautiful simple lines, topped by 
a 26 story office building, offer exciting proof that the leading exhibition show 
place is at last located, as it should be, in New York 
A full city block square. with four enormous exhibit floors, New York's 
Coliseum provides 300,000 square feet of space about twice the floor 
area of the outmoded Grand Central Palace. Air conditioned throughout, th 
great structure featuring areas for displays 55’ high, can accommodate 
four separate shows or one great exhibition occupying the entire building 
Thanks to the Coliseum, New York is host once again to the great annual trade 
shows, the home ground for world trade expositions, and the site of exciting 
merchandising extravaganzas beyond the dreams of merchant princes of any 
age past 
For 36 years the Ivel organization has decorated and serviced trade shows 
and designed and built exhibits in New York. And now we are privileged to 
help create new vistas at the world’s greatest showplace. We are proud that 
16 of the first 21 shows at the Coliseum in 1956 have selected Ivel as 
Official Decorator and Service Contractor 


lvel Corporation, Corona, New York City 
(Exposition Offices in the New Coliseum) 


DAYLIGHT LIGHTING in Coliseum is pointed out by Joseph F, Vermaelen, director 
of construction. Arthur Smadbeck, on right, is president, Coliseum Exhibition Corp. 


Install Simultaneous Shows at New Coliseum 
(and how it canbe done) 


Have you ever moved a business? 
If you have, you know the weeks of 
planning, achingly long hours, exhor- 
bitant cost of down-time, and hun- 
dreds of extras, no matter how de- 
tailed your plans — and you probably 
have vowed “never again!” (Until 
the next time.) 

Imagine then the trials in a business 
which sets up a complete operating 
“plant” over an area of 300,000 sq. 
ft. (almost 10 acres) in no more than 
five days! Then complicate it just a 
bit, by having the 300,000 sq. ft. 
spread over four floors of a new build- 
ing, and have each floor devoted to 
an entirely different “process” — and 
you have some idea of the task Ivel 
Corp. faces at the opening of the new 
~~ *Corona, N. Y. 
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BY ED BURNETT 


Ivel Construction Corp.* 


Coliseum in New York City on April 
28. 

For on that date, three large trade 
shows, International Philatelic Expo- 
sition, National Photographic Show, 
and International Automobile Show, 
open simultaneously, on all four 
floors of the Coliseum’s exhibition 
space — and Ivel is official decorator 
and service contractor for each of the 
shows. 

To see what is involved, let us look 
in on the Coliseum before the decora- 
tor arrives. Basically, we see a floor 
—with pillars—a huge open “football 
field” of space. Four days later there 
are hundreds of exhibitors, neatly ar- 
rayed in booths, bathed in light and 
animation, carefully toeing well 
marked aisles—with directional signs, 


information booths, registration desks, 
ticket takers, neat floor covering, 
gleaming chrome furniture, _ tele- 
phones, food concessions, and a mill- 
ing crowd of interested viewers and 
buyers. 

First step is to lay out space to fit 
the needs of each show management. 
Long hours with tape measures, de- 
tailed poring over construction blue- 
prints, and harried discussions on un- 
marked outlets, fire doors, and safety 
areas have all been lavished on this 
“floor plan.” 

It probably is not the second or 
third one prepared either, as both 
show management arid contractor 
want to utilize just as much of the 
valuable space available as ingenuity 
in layout can achieve. The contractor 
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then files the plan with New York 
City Building and Fire Departments, 
and gets a permit to make his “move.” 

So now a plan exists—for the booth 
area. But the sidewalls needs to be 
decorated, pillars covered, a theme 
center erected, an entrance treated to 
establish mood and importance.of the 
show — plus such details as registra- 
tion, sale or distribution, collection 
and control of tickets, traffic flow, 
special exhibit rooms, a stage or two, 
projection areas, restricted areas for 
heavy equipment, and perhaps a pony 
track or a shooting gallery. 


Swimming Pool 


In the three. shows opening simul- 
taneously at the Coliseum there is no 
shooting gallery, but the Photographic 
Show does have a swimming pool for 
underwater photography. This show 
also is permitting heights over eight 
feet (for the first time) and many 
exhibitors are utilizing the increased 
“cubic” content when their displays 
are erected. Stamp Show has more 
than 2,700 brand-new glass-covered 
exhibition racks, each with 48 sq. ft. 
of show space. And every corner of In- 
ternational Auto Show has a 10-foct- 
high decorated pylon set up on over 
8,000 square yards of carpet. This 
carpet just may be in the way when 
over 75 automobiles, by hand power, 
with gas carefully drained out, are 
moved into position on the floor. All 
of this work comes under the purview 
of the official decorator. 

And, as will be seen, so does much 
more. The sheer statistics are stag- 
gering. 


1,000 Exhibitors 


There will be nearly 1,000 exhibi- 
tors at the three shows. Virtually all 
of them will expect a booth area with 
company sign, draped in royal blue 
bengaline, with draped side rails sepa- 
rating their space from their neigh- 
bors. This, of course, is provided for 
their use by the decorator. Nearly all 
of them will come to the decorator’s 
staff for additional services. Of this 
group, analysis indicates, about eight 
out of 10 will rent furniture and floor 
covering. Usual order is for 6.3 items, 
including a chrome chair or two, table 
or two, two- or three-passenger 
padded settee and coat rack. Rentals 
also include desks, rugs, floor tile, dis- 
play tables, smokers and the like. 
About half of those who order furni- 
ture will request draping service. For 
a modest sum (by the foot) the deco- 
rator will drape or cover a table, a 
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VIEW OF SECOND FLOOR while nearing completion. Third floor levei, which 


can be seen as balcony, can be blocked off completely with aluminum panels. 


machine, a soap box — or provide a 
skirt for a turntable. Average use 
runs about 20 yards of draping a 
booth. Multiply this by 800 or 900 
customers (91.5% or so of them 
clamoring to be “‘next’’) and you get 
an impressive number of rolls of deco- 
rator fabric to provide, plus 40 lbs. of 
tacks, and a rather sizable pile of 
rods, two-by-fours, framing lumber, 
and plywood sheathing — just for 
contingencies. 

To handle three shows simultane- 
ously, Ivel plans to establish service 
desks on each floor. Their activities 
will be coordinated by Leslie Levi, 
president, and George Groht, vice- 
president, Ivel Construction Corp., 
who between them have over 50 years 
of experience in show handling. Be- 
hind this front echelon will be the 
vital traffic control center. managing 
the flow of 100 or more truckloads 
from Ivel warehouses and plant, as 
well as keeping in touch with the 
movement of several hundred other 


TRUCK ENTRANCES on 58th St. Entrance at far end of building is 21-ft. 


ramp on which biggest trucks on the road can drive two abreast to second floor. 
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truckloads of exhibits converging on 
the Coliseum. 

Months before, service desks will 
have begun collating, processing and 
translating mail orders into furniture, 
drapes, labor allocation and the like. 
Acknowledgments for over 6,000 
items, plus necessary control for each 
item, flow out on a next day basis. 
Key men from the regular labor pool 
are assigned to each show. Unions 
are alerted long in advance to make 
certain enough carpenters, painters, 
drapers, and exposition specialists 
have been allocated to the proper 
floors. 

At the contractor’s service desk the 
exhibitor who has not already done 
so by mail places his order for all of 
his requirements. One exhibitor needs 
flowers, another plumbing, a third 
wants his booth photographed on the 
first day before noon. Signs, show 
cards, telephone, electric outlets, a 
box of staples, two extra chairs “must 
be blue,” three men to raise a back- 


25 


wall, a rigging crew for a machine, 
an order change. in where to ship 
crates after the show—all of this, and 
much more is the regular routine of 
this unique. business. Each exhibitor 
has from three to 10 requests—usually 
on the dead run. 

To the uninitiated, chaos seems to 
be the reigning element—and all is a 
welter of fork-lifts, oversize crates, 
carpenters with 20-feet-long frames, 
disappearing step-ladders, and at least 
two exhibitors separated disparingly 
from their last two crates. But it all 
miraculously falls into place just be- 
fore the front door opens up. 

At the Coliseum, installation time 
will usually start on Wednesday 
morning. Public shows open Satur- 
day, as a rule, and trade shows on the 
following Monday. If one big show 
follows another, the great need in 
this business is pretty obvious, a 48- 
hour day. Usual answer to this is a 
large crew of trained exposition work- 
ers and an almost incredible amount 
of overtime for each man. 

There will be shows, of course, 
that occupy all four floors of the 
Coliseum. First such event to utilize 
this great new exposition area will be 
International Home Building Show 
(called ‘““The Showcase for Better 
Living’) which opens a few days 


after the close of the first three shows. 
For this spectacular event, Ivel has 
the modest task of erecting no less 


than four full scale homes, as well as 
a 60-foot model village, all in a total 
of 66 hours elapsed time. 

It is estimated by Ivel’s traffic de- 
partment that a four-floor trade show 
at the Coliseum will require handling 
ot over 600 truckloads of material 
that weigh several million pounds. 
Perhaps 100 of these will be booth 
equipment, furniture, and the other 
material required of the decorator for 
a successful trade show. Balance will 
be exhibit material, merchandise and 
displays sent in for their booths by 
individual exhibitors. 

Dock crews, working under the 
control of a separate official handling 
contractor, will require 25 men just 
to unload the 600 trucks and their 
more than This dock 
crew will utilize an array of equip- 
ment including 10 fork-lifts, five 
towing trucks and cars, and a small 
car crane or two. Inside, the hauling 
contractor, whose job it is to unload 
and reload trucks at the dock and 
deliver to and from the booth area, 
will have at least 60 men working, in 
shifts around the clock, to move the 
material to booth destinations. Empty 
crates, which are the equivalent of 
some 500 truck loads, must be marked 
and removed from the exhibit area. 
Working fresh crews on a top priority 


3,000 cases. 
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Facilities at 
New Coliseum 


Coliseum is located in center of town 
with underground passages connect- 
ing with four subway lines. 

Cooling system of completely air-con- 
ditioned building operates efficiently 
for crowds of 32,000. 

Coliseum can accommodate four sepa- 
rate shows at the same time providing 
separate entrances, box offices, ele- 
vators, escalators and lobbies. 

Three sets of escalators can move 
40,000 people an hour. 

Nine high speed passenger elevators 


and five freight elevators are avai 


j oms, plus meeting 

accommodate 25 to 10,000. 
Daylight lighting by 46,000 fluorescent 
lamps in 23 different kinds of fixtures 
provide daylight lighting in every 
ares. 
Food and beverage service, including 
cafeteria for 400, is on hand. 
Well 65 ft. high covers 30,000 sq. ft., 
permitting spectacular exhibits. 
Gas, electricity, live steam and ex- 
haust are available to exhibitors, 
Ramp, 2! ft. wide, permits largest 
trucks on the road to drive to se 
floor. 
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basis to return these crates, after the 
show, as though by magic, is a job 
that requires 24 or more straight 
hours for no less than 36 men. 

Another mammoth job is daily 
cleaning and maintenance during the 
show. For a four-floor show this re- 
quires a minimum of 40 men, 15 in 
the daytime on maintenance and 25 
at night to ready the show for open- 
ing the next day. 


Exhibits Installed 


Once the official contractor has 
booths up, a job which may have a 
schedule of 18 hours from warehouse 
to completion on the Coliseum floor, 
the hauling contractor brings in the 
exhibits. Installation of exhibits in 
the booths is then done by the exhibi- 
tor or his agent. In most cases the 
exhibitor calls upon the official con- 
tractor to put his booth up and take 
it down after the show. This entails 
everything from a 10-foot peg-board 
background to a 40-sq.-ft. island area 
“stopper” with nine kinds of anima- 
tion, tricky illuminated panels, prob- 
ably a puzzling wiring diagram and 
a lost set of set-up instructions. Hap- 


pily, the contractor has done a few 
tens of thousands of jobs somewhat 
similar — and they all get up, some- 
how, in time. However, in the proc- 
ess an impressive total of manhours 
by carpenters, painters, decorators, 
drapers, laborers and supervisors will 
have been utilized. For a four-floor 
show it is expected that over 150 men 
will join the decorator’s payroll for 
from three to five days—most of them 
ringing up more pay on overtime than 
on straight time. 

Timetable will be more significant 
at the Coliseum on opening day than 
usual at an ordinary trade show. For 
these shows, all three of them, must 
be ready for the impressive “full 
dress” opening-day ceremonies of the 
Coliseum, when Mayor Wagner, 
Commissioner Moses, and a host of 
civic and business dignitaries plan to 
usher in this newest wonder of the 
exposition world. Ivel and the indi- 
vidual managements of the three 
shows have a real “or else!’ proposi- 
tion facing them. 

During the show, service desks ac- 
complish three more tasks. First they 
service additional requests — another 
picture, more light, a repaired glass 
for a transparency. Compared to the 
initial surge, this is just childs’ play 
and is handled almost “ad lib” by 
service experts. Second task is a con- 
trol function—to see that every bill- 
able yard of draping, every rental 
chair, every hour of assembly or dis- 
mantling labor is accounted for—and 
signed for by the exhibitor. 

Processing so many hundreds of in- 
voices, covering one to six or more 
different services each, in a period of 
24 hours, even a large organization 
is taxed to the limit. But before the 
desk can close and silently steal away, 
every invoice must be checked and 
rendered, and since individual bills are 
relatively small, cash carefully ac- 
counted for on all collections made. 

Final task, of course, is to process 
all exhibitor and show management 
instructions at removal time. It is not 
unusual to have a list with over 1,500 
different instructions on it to be ac- 
complished correctly and practically 
simultaneously. 

It is easier to tear down than build 
up—and this holds in show decoration 
as well. So, finally, the last booth is 
taken down, last stanchion removed, 
last table but 13 (somehow a few 
always seem to get legs and walk 
away) accounted for, and last stick 
removed from the floor. But over 
there, at the loading dock, another 
long line of trucks and trailers ap- 
proaches, and the next show is moving 
into the Coliseum — with only 72 
hours to handle the top two floors! 

The End 
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Role-Playing: Do-It-Yourself Technique 
‘Ad Lib’ Script is Multi-Purpose Tool for Training Meeting 


BY RICHARD BECKHARD © Contributing Editor 


Director, Conference Counselors 


Role-playing, often known by other 
names, has been used effectively by 
alert sales managements in one form 
or another for many years. As a sales 
training method, role-playing recently 
has received strong new support 
based on researches from authori 
ties in the field of education. In a 


AY ene: 


recent issue of Harvard Business Re 
view it is called ‘““The Missing Ingre- 
dient in Sales Training,” and is said 


to be superior to selling formulae 


(‘‘getting attention, arousing interest, 
creating securing action’), 
rules and techniques (““The Seven 
Ways to Become More Persuasive’ ) 


desire, 


and even superior to Harvard’s own 
case study method. 

This article presents a “slice” from 
a spontaneous, uncomplicated role- 
playing demonstration and explains 
the usefulness of simplified role-play- 
ing in sales training and as a valuable 
addition to any sales meeting. 


A sales manager, in a meeting with his salesmen, is dis- 


cussing the problem of a product line which is not moving well. 


VWanager: What do you men think is wrong here? You're contacting these customers 
every day. Why aren’t they buying? 


Joe (sale Sman/) < Here’s the trouble, boss. 


People I contact seem to get interested, 


ask a lot of questions, but then the higher price stops them cold. They’re not used to 
premium quality in this line and...” 


Fred (salesman): (interrupts) That's right, but on my calls I find that if you start 
out by talking about quality first and explain all the advantages of appearance, long 
wear and no replacements Moxa 


Joe: (interrupts) Yeah 


you ve had it. 


but sooner or later they get a load of that price tag, and 


VWanager: Wait a minute! I think we'd all like to find out what really happens with 
a customer. Joe, you seem to know quite a bit about these customers. Why don’t you 
be a customer and let’s have Fred here show us how he’d handle you. (Joe and Fred 
protest a little, but finally go along with the idea and the manager has them come to 


the front of the room.) 


Manager: How would you start your pitch with this customer, Fred ? 


Fred: Well, first I’d tell the customer about how this item was designed. I’d show 


him that...” 


Manager leads Joe off to one side and sets the scene.) 


Manager: Rather than te// us about it, why don’t you show us just exactly how you 
would do it? You come in the door. You see Joe, the customer. Then you say... ? 


Fred: Good morning, Joe! Nice to see you again. How’re the wife and kids?” 
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3-WAY STRETCH 


for your Exhibit Dollar 


with 
CAPEX 3-POINT SERVICE | 


Maximum selling 
atmosphere with 
minimum budget 
strain—that’s the 
CAPEX Prefab 
story in a nut- 
shell. Clean-cut 
modern lines— 
brilliant art and 
lettering —full 
flexibility of back- 
grounds, shelves, 
counter space—these CAPEX Prefab fea- 
tures mean prospect-pulling attractiveness. 
Add easy, quick set-up and take-down, and 
much lower shipping costs; you'll know 
why more than 1700 companies, large and 
small, have used more than 2200 CAPEX 
Prefabs. They'll do a fine job for your Ex- 
hibit selling, too. 
* 


An engineering 

triumph giving you 

solid construction 

plus packaged con- 

venience — that’s 

the CAPEX 

“Ship’n Show,” a 

complete Exhibit 

designed in wood 

in one case to be 

compact, rugged, 

and light. Spin off 

a few thumb nuts, and open—you're set 
up. Close, spin back the thumb nuts—and 
off you go! Smart modern designs spot- 
light selling features: copy, photos, trans- 
lites, artwork. Eight basic designs to 
choose from—unlimited special treatments 
possible. Save time and money with 
CAPEX “Ship’n Show”—a packaged pow- 
erhouse of selling background! 


At last! Individu- 
alized Exhibit 
Drapes in practi- 
cal quantities—at 
practical costs! 
Order as little as 
40 yards of CAP- 
EX “Logo Show- 
drapes,” made of 
fire-proof, easy- 
to-clean Fiberglas, 
colorfully pro- 
cessed with your own logo, trademark or 
other special design. There’s a wide range 
of attractive colors to choose from. For 
sales-room or show window, as well as Ex- 
hibit booth backgrounds, “Logo Show- 
drapes” are a natural. Order them as yard- 
age, or as made-up drapes to order, com- 
plete with hardware. 
* 


Call your CAPEX man (located in most or 
centers) for detailed data on CAPEX 3-Point 
Service—or write direct on business letterhead. 


* 


Capex Company, Inc. 
615 South Boulevard, Evanston, Illinois 
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Thus might a simple role-playing 
sequence get under way. Growing 
informally out of a real problem, with 
a little direction, it becomes a spon- 
taneous real life drama. 

You may say — “Why, I’ve been 
using the idea for years, of getting 
people to play customers and prac- 
ticing selling them.” Many of us have. 
As a matter of fact, all of us probably 
engaged in role-playing as children 
playing house. 

In recent years, the value of this 


method for training adults has been ' 


recognized, and more and better ways 
of using it have been found. For ex- 
ample, let’s go back and take a closer 
look at the sales manager and how he 
used role-playing with his salesmen. 

How to get off to a good start is 
usually the biggest stumbling block 
to role-playing, yet once you have ex- 
perienced it yourself, it isn’t nearly 
so hard to get others into it. Sales 
manager in this instance posed a prob- 
lem of vital interest to the group. 
Then he got them talking and waited 
until one salesman “identified” with 
the customer and the other, as the 
salesman, suggested a selling approach. 
At this point, the manager asked them 
to play these parts which they had 
really chosen for themselves. Without 
any introduction, he had them start 
role-playing, insisting that Fred ‘“‘show 
us, not talk about it.” The whole 
thing was entered into naturally, with- 
out any elaborate instructions, stage 
settings, etc. (The word “role-play- 
ing” was never used. ) 

Let’s imagine that the two salesmen 
continue with this simulated selling 
situation. Fred, the salesman, devel- 


ops his sales story. Joe, the customer, 
resists, bringing out a number of ob- 
jections (which he has heard from his 
customers). When they reach a point 
near the decision, the manager stops 
the scene and asks Joe, the customer, 
if he feels he was being sold. He asks 
Fred, the salesman, to explain his sell- 
ing approach. Thus, they analyze the 
selling problem. 

At this point, the sales manager 
might open up a general discussion of 
the selling problem, because it is pre- 
dictable that the audience would be 
very interested in adding ideas on how 
to sell this customer. Or, to do more 
testing and get more salesmen into it, 
he might turn to the rest and ask “Do 
you think he’s selling this customer ?”’ 

Inevitably, several shout, “No!” 
Immediately, one of these objectors is 
asked to try his skills. He may try to 
explain what he would do, but the 
sales manager insists “Show us — 
don’t talk about it.” If other salesmen 
bring out more customer attitudes, 
the sales manager has them try the 
customer’s role or else serve as coaches 
for the customer to suggest other re- 
sistances he may have to the sale. 

Role-playing is difficult to describe, 
but easy to understand when experi- 
enced. If you could witness the kind 
of action just described, you would 
recognize some of these benefits in the 
method: 


1. Brings the selling problem 
“down to earth” into human, not ab- 
stract terms. 

2. Helps everyone to recognize the 
problem and to see the same problem. 


3. Helps clarify the problem in 


Ways to Use Role-Playing 
(without preparation) 
1. To show salesman "X" his weak points, suggest better 
approach—without criticizing him. 
You play salesman "X" and have him play customer. Try selling 
him using his approach. Have him analyze this (his) approach. 
2. To give new salesman help and confidence before he calls 


on customers. 


You play salesman, try selling him to illustrate approaches. 
Then let him try selling you for practice. 
3. To locate faulty advertising, customer reactions to prod- 
uct features, new campaign, etc. 
Have salesmen take turns trying to sell you, as customer, Have 


observers watch from customer viewpoint. 


with observers. 


Discuss reactions 


4. To develop defense against competitive selling. 
Reconstruct competitor's approach from customer comments, 
competitor advertising, etc. Have “competitor” salesman com- 
pete with your own salesman to sell you. Compare your re- 


actions. 


5. To provide refresher training for experienced salesmen. 
Have each salesman describe his toughest customer. Have 
him play the tough customer, others try selling him. 
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Do's and Don'ts 
For "Director" 


DON'T... 


"Get into the act’ yourself. 
Stress the "right'’ way and the 
“wrong way. 

Lecture them on how to im- 
prove. 

Allow one salesman to criticize 
another. 

Criticize a poor selling job. 
Let "players’’ develop scripts 
or set speeches. 

Allow salesmen to feel they are 
being '‘tested"’, 


DO... 


Set the scene, direct it, encour- 
age others to participate. 
Point out that each of us has a 
different way —all have their 
place, 

Get them to demonstrate to 
each other. 

Make him show a better way— 
if he knows of one. 

Ask audience “How else could 
he be sold?" Challenge others 
to try. 

Stress it's ‘strictly unre- 
hearsed.'" Remove scripts or 
shift roles. 

Encourage mistakes—{"'we learn 
from them''}—give players fic- 
titious names in fictitious com- 
pany. 


greater depth and detail. 

4. Gives salesmen deeper insights 
into selling problems, customer atti- 
tudes, their own selling weaknesses. 

5. Provides selling practice. 

6. Challenges the group to set 
higher selling standards (which they 
set for each other). 

7. Puts spotlight on the salesman 
— enhances his position in a meeting. 

8. Draws on group’s resources, re- 
quiring less of meeting planner’s. 

9. Often brings salesmen’s most 
important selling problems to the sur- 
face—(many not recognized ). 

10. Provides management with 
first-hand evidence of salesmen’s sell- 
ing abilities. 

If you are going to use role-playing, 
you need to have confidence in the 
method. Find someone who knows 
how, and practice before you try it 
with someone else. 

When you first introduce role-play- 
ing to another, remember this key to 
success: “Do it! Don’t talk about it!” 

The End 
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—For illustrated literature write James H. Stewart, Exec. Vice-President — 
a nd General Manager, State Fair of Texas, Box 7755, Dallas 26, Texas 


Those who know... 
focus on 


Da-Lite 


The Quality Line Since 1909 


. recommended by more audio-visual 


directors than any other! 


". . Our Da-Lite has been in operation 18 


years and we've never had to service it. I would 
not hesitate recommending Da-Lite to any school.”’ 


Clarence Genner, Director A-V Education, 
Freeport High School, Freeport, N.Y 


NEW! Da-Lite Model B* 
oe wall and ceiling screen at a 
BUDGET PRICE! 
SEE IT NOW! Beautiful, Copper Bronze 
case with matching borders makes it at 
home anywhere. New White Magic glass- 
beaded mildew and flame-resistant fabric 
for extra brilliance and long life! 
From 30” x 40” at $13.50 
to 72” x 96” at $70.00 


NEW! Da-Lite Motor-Roll® 

World famous electrically-operated screen 
now yours with AUTOMATIC SAFETY 
STOPS! Screen unrolls to correct picture 
size and automatically stops! 


From 6’ x 8” $220.00 
to 12’ x 12” $280.00 


Ideal for small club rooms, church, in- 
dustry and home. 


Da-Lite Hilo® 
Set it high . . . set it low . . . or hang it! 
New White ae fabric, plus . . . the 
exclusive Push-Button opening! 
Se Wah = 5 “Trade Mork 
70x70"... 
Insist on Da-Lite — 
finest costs no more 
Perfection in 
Projection Since 1909 


Da-Lite Screen Co. 
2711-23 N. Pulaski Rd. 
Chicago 39, Ill. 


Send me free illustrated folder (Form 108) 


Name. 


TELEVISED INTERVIEWS between 
motivation researcher and ‘'consumer' 
are used as audi-visual aids at Ameri- 
can Mangement Assn. marketing con- 
ference. Dr. William Stephenson, at 
rostrum, discusses results of each tele- 
vised interview as the audio transmis- 
sion is cut off, followed a few moments 
later by video cut-off, This staggered 


fade-out has dramatic effect. 


Closed Circuits Are Humming 


Closed-circuit television has stopped 
walking and is now in a fast sprint. 
It has covered more ground in more 
directions in the last four months than 
in the past four years. 

No longer a 
closed-circuit TV is getting repeat use 


noble experiment, 


on the basis of efficiency rather than 
novelty which prompted many early 
experiences. 

It has seen use as a audio-visual aid 
during a speech, as a premium to 
stimulate sales, as a fund-raising me- 
two-way 


dium, as a cross-country 


COLOR TV SESSION is watched on small screens in hotels and TV station studios. 
Armstrong Cork Co., the sponsor, uses color TV second time; first, back in 1952. 


More Uses 
More Users 


conference, as a series of clinics and 
as giant sales meetings. In both black- 
and-white and color, closed-circuit 
transmissions have traveled from one 
room to the next and from one coast 
to another. 

General Electric Co. used a split- 
session technique in December when 
its Housewares 
three-hour discussion with key dis- 
tributors and field personnel across 
the country. G-E executives explained 
a new price policy during the first 
part of the session; I'V transmission 
was cut off while discussions of that 
policy went on in the 16 regional con- 


Division staged a 


claves, and then resumed for a ques- 
tion-and-answer session. Each site 
was called in via closed-circuit audio 
hook-up to ask questions and offer 
comments. G-E executives answered 
questions while on camera and all out- 
lets on the closed-circuit network 
could hear both questions and answers. 

Big advantage of this technique 
was assurance for G-E that there was 
no time lag between announcement of 
a new policy and its complete under 
standing in the field. Split TV trans- 
nissior gave time for digestion of new 
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Vancouver, B. C. 


Seattle | Tacoma 


Spokane d 


Portland 


San Francisco 
Oakland 


“. 


» Los Angeles 
San Diego 


For your convenience, United offers a com- 
plete convention service and will gladly assist 
you in planning travel arrangements for your 
entire organization. This will mean more time 
at the convention—less time away from the 
job. All details, such as packet mailing to 
your list, can be expertly handled through 
any of United’s offices across the nation. 


ie (ES Springfield ‘= 
Milwaukee a Hartford 
a ——. 4 New York-Newark 
eveland Philadelphia 
Baltimore 
Washington, 


Bes Moines °MiC889 Toledo 


Moreover, United gives convention travelers 
a choice of two excellent services: luxurious 
First Class, including delicious meals, eco- 
nomical family plan and alternate routes... 
or thrifty Air Coach, with uncrowded 2- 
abreast seating comfort. Also available are 
post-convention holiday tours to Hawaii, Cali- 
fornia and Las Vegas at surprisingly low cost. 


Write to: M. M. Mathews, Supt. of Convention Sales 


f 


United Air Lines, 5959 S. Cicero Ave. 
Chicago 38, Illinois 


UNITED AIR LINES 


or ae THE CONVENTION ROUTE OF THE NATION 
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Is Entertainment 
Really Necessary 
For Your Meetings? 


Or course entertainment 
isn't always necessary for 
your meetings. Often—and 
we tell this to many clients— 
it's a mistake to plan an en- 
tertainment program that 
competes with the vital mes- 
sage you want salesmen to 
take home. 


But, when entertainment 
can be worked into your 
meeting plans to lighten a 
heavy program, it is good to 
know where to turn for as- 
sistance, 


As entertainment coun- 
selors to business* — with 
many national clients we 
help meeting planners with 
a specialized service unlike 
most experiences you prob- 
ably have had in buying en- 


tertainment. 


As strictly counselors, we 
advise when and how to use 
entertainment. We buy en- 
tertainment to fit your needs 
and your audience. 


Your costs for entertain- 
ment planned by us are no 
higher—usually lower. We 
should be happy to counsel 
with you at any time—with- 
out charge. Simply write or 
call. 


WE have four offices to 


serve you: 


NEW YORK CITY 

720 Fifth Ave. 

PLaza 7-8417 
CHICAGO 

333 N. Michigan Ave. 

FRanklin 2-5520 
WASHINGTON 

1025 Connecticut Ave. 

NAtional 8-4273 
MIAMI BEACH 

The Roney Plaza 

JEfferson 8-2646 


JACK MORTON 
PRODUCTIONS 


*Entertainment Counselors to 


Business is our trademark. 


BBDO EXECUTIVES study notes in alcove before appearing before TV cameras. First ad 


agency to use closed-circuit TV, all executives showed enthusiasm for this new medium. 


BBDO TV SESSION originated from this room, scene of full day's convention. 


information, and the telecast wrap-up 
cleared up any misunderstanding and 
emphasized important points. 

This TV session was second in 
December for G-E which has become 
a leader in the use of the medium. 
Less than two months later (Feb. 8), 
G-E sponsored “Live Better Elec- 
trically” via closed-circuit TV which 
reached 77 cities, attracted some 44,- 
000 executives in major utilities and 
the building industry. 

In December, too, Dodge Division, 
Chrysler Corp., sponsored a 30-city 
large-screen TV session which was 
head and shoulders above similar ef- 
forts by Dodge and others in the past. 
Produced by Haford Kerbawy with 
script by Edward Reveau and music 
and lyrics by Joseph Stefano, ‘““What’s 
in It for Me?” was a polished musi- 
cal that politely but firmly pointed 


out market possibilities that Dodge 
dealers and their salesmen were miss- 
ing. 

With a cast of 25 actors, singers 
and dancers, the 77-minute Dodge 
show equalled in quality a Broadway 
musical. Comedy lines—with a mes- 
sage—were perfectly paced ; situations 
were farcial but poignant. 

Originating in American Broad- 
casting Co. studios in New York City 
and shown via a Sheraton Closed Cir- 
cuit Television, Inc., network, the 
Dodge show was industrial theater at 
its best. 

Closed-circuit TV was “discover- 
ed” by politicians early this year. With 
an investment of $250,000 for trans- 
mission, Republican National Com- 
mittee merchandised a “Salute to 
Eisenhower” for a gross of $6 million 
at $100-a-plate dinners across coun- 
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try. ‘Theatre Network ‘Television, 
Inc., carried the telecast to 63 fund- 
raising dinners where one or more 
large-screen projectors were used. Please send me the complete story on RCA 400 Senior 


° , -. : and Junior Sound Film Projectors; RCA Magnetic Recorder- 
In New York City’s Madison Projectors. , vn 


Radio Corporation of America 
Dept. B-275 Building 15-1, Camden, New Jersey 


Square Garden four large screens in 
a box shape in the center of the arena 
were set up for the estimated 15,000 
in attendance. Chicago’s International 
Amphitheatre had two large screens 
arranged at angles. Some screens used 
were as large as 50 by 65 ft. 


Most Involved * ¥ 


This political session which carried 
a short address by President Eisen- 
hower was the most involved ever at- 
tempted in closed-circuit transmission. 
It included 11 remote pickups with 25 
inter-city switches in 28 minutes. 
Pickups emanated from Portland, Los 
Angeles, Houston, Cleveland, Chi- 
cago, Detroit, Des Moines, Boston, 
New York, Washington and Atlanta. 

Closed-circuit telecast of top admin- 
istration officials helped the Republi- 
can Party raise funds in one night 
that in the past took many months of 
cross - country speech - making. “TV 
speed and effectiveness accomplished 
for politicians what the booming me- 
dium is doing for industry. 

Color entered closed-circuit field 
strongly with two such telecasts, and 
acquisition of two large-screen color 
projectors was announced by Sheraton 
Closed-Circuit TV. One of Shera- 
ton’s big color projectors was tested 
in Camden, N.-J., by Radio Corp. of 
America, its developer, recently and 
proved to be quite effective. 

On a 15 by 20 ft. screen, color 
transmission showed many excellent 
qualities. One usual disadvantage of 
large-screen use—reduction of bright- 
ness because of projection distance— 
turned out to be an advantage in color 
transmission. Vividness of colors was 


Now for this part of the meeting... 


we let our RCA 16mm 


© 
projector sell for war? 


It’s smart business to entrust a big part of your selling job 

to the RCA Projector. It will put your product story across 

to best advantage . . . through steady, sparkling pictures 

that convince . .. through clean sound that impresses. What's 
more, the RCA Projector is so easy to operate, complete 
novices become confident projectionists with brief 
instruction. Anyone can learn to set up the RCA 400 in a jiffy, 
guide film quickly through its thread-easy path, flip a 

switch and, in minutes, put a faultless show on the screen. 


Choose from the single-case Junior, the dual-case Senior .. . 
or the RCA Magnetic Recorder-Projector. Every model 

offers the same quiet, dependable performance over a long life. 
And only RCA Projectors are backed by such extensive 
facilities as the nation-wide RCA Service Co. can offer, 

and by the specially equipped RCA Audio-Visual Dealers. 

For more information write for the name of your 

nearest Dealer or fill in the convenient coupon above. 


TV EQUIPMENT for use with regular tele- 


AUDIO-VISUAL PRODUCTS 
phone lines now can handle small static 


pictures. Tests have covered 180 miles, but 
only use now is by bank to see signatures. 
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RADIO CORPORATION of AMERICA 


CAMDEN, N. J. 


toned down and the pastel effects 
added a little extra drama. 

RCA’s test covered both live trans- 
mission from its laboratory and an 
NBC network show in color, color 
slides and colored motion pictures. It 
was put on for Sheraton TV execu- 
tives prior to delivery. 

Small-screen colorcast to 12 cities 
was sponsored in January by Ameri- 
can Radiator & Standard Sanitary 
Corp. This 40-minute session for 
heating and plumbing dealers, dis- 
tributors and company sales force, was 


Super ative 


produced by Haford Kerbawy and 
was shown through the facilities of 
NBC. Viewers assembled in NBC 
studios to see in color and hear the 
musical. 

A small-budget show with only 
seven actors, dancers and singers, 
“Stepping Forward” was staged to 
announce American Standard’s use of 
the television medium as an addition 
to its advertising program. ‘Task of 
this musical was to stress the value 
of TV advertising to dealers and dis- 
tributors and to allay their fears that 


facilities, food and service! 
Acres of free parking space! 


dead pr eens tons 


for conventions up to 250—meetings 


and banquets up to 2,000 


Preferred by most companies for their Northern 


California conventions, meetings and banquets! 


ONLY 
Resort 
Hotel in 
San Francisco 


Bay Area! 


Hotel 


OAKLAND-BERKELEY, CALIF. 


One of 
California's 
Finest 
Resort 
Hotels! 


Just 20 Minutes from San Francisco 


Murray Lehr 
Managing Director 
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THornwell 3-3720 
Teletype OA 520 


convention \ 


IDENTIFICATION 


BADGES 


ADVERTISING BUTTONS 
SOUVENIRS 


other successful advertising media 
used before might suffer. Skits indi- 
cated that TV was an additional pro- 
motion to all others and it would be 
successful in relation to the tie-in 
made by dealers and distributors. 

Armstrong Cork Co., pioneer in 
color closed-circuit, reached over 
8,000 architects, decorators, builders 
and designers on Feb. 3 via 52 sta- 
tions of NBC. Back in 1952 Arm- 
strong made news with transmission 
of a closed-circuit color program to 
the company’s convention auditorium 
in Lancaster, Pa., from “Armstrong 
Idea House,” a little more than two 
miles away. At the 1952 session, 500 
wholesalers, company salesmen, bank- 
ers and guests viewed the program on 
16 color receivers spotted around the 
auditorium. 

For Armstrong’s recent session, au- 
diences gathered at ITV studios and 
more than 20 hotels around the coun- 
try. The program was written by 
Armstrong personnel, sets were pro- 
duced by Armstrong people and Arm- 
strong executives appeared before the 
TV cameras to introduce a new serv- 
ice. The program originated from 
NBC’s color studio in Brooklyn. 

The Upjohn Co. launched a series 
of closed-circuit TV “tours” for doc- 
tors in January. Scheduled for four 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical Items. Key Tags, Rulers, Card 
Cases, Pocket Knives, Thermometers, 
Tape Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialties for every occasion 


WRITE for catalog, samples, and 


prices, stating probable quantities 
required. 


PARISIAN 
NOVELTY COMPANY 


3510 So. Western Ave. 
Chicago, Ill. 
Manufocturers Since 1897 
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one-a-month programs, Upjohn is tak- 
ing physicians on “grand rounds” of 
hospital wards under the guidance of 
medical specialists who discuss sig- 
nificant cases. 

Some 20,000 doctors gather in 50 
cities to see the big-screen telecast via 
TNT network. Emanating from Bos- 
ton’s New England Medical Center 
and Tufts Medical School, shows are 
based on a traditional teaching tech- 
nique. The pharmaceutical firm uses 
medium of large screen TV so that 
doctors can see technical material in 
larger detail than if they actually 
were present in wards being covered 
by TV cameras. 

American Management Assn., three- 
time user of closed-circuit TV, is an 
experimenter with the medium. For 
a meeting early last year it telecast a 
collective bargaining session for an 
audience in Chicago. In September, 
an arbitration case was argued with 
a large AMA audience looking in via 
TV cameras and large screens. Latest 
effort was a session in New York City 
where 1,000 marketing, sales and ad- 
vertising executives learned techniques 
of motivational research. 

As an audio-visual aid, TV cam- 
eras picked up interviews between 
consumers and motivation-study ex- 
perts to dramatize the remarks of Dr. 


NEED A CHANGE? 


If your conventions have tended 
to become conventional, we offer 
this unconventional solution — 


convene here! 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 


Owned & operated by Leeds & Lippincott Co. for 66 years 
Write for illustrated folder 


EXECUTIVES 


R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. © E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS e |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
LEONARD G. RUNDSTROM e JAMES E. KNAUFF 
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William Stephenson, director of re- 
search, Nowland & Co. Trained in- 
terviewers- psychologists’ of Norland 
Co. took parts of both consumers and 
interviewers to show how buying mo- 
tives are probed. 

After each interview was seen on 
a giant screen, Dr. Stephenson dis- 
cussed results of the dramatization 
and via slides showed what was un- 
covered at the interview. Interviews 
were telecast from a nearby room in 
Hotel Statler and marketing execu- 
tives in the ballroom could watch 


facial expressions and actually see de- 
tails of the interviews better than had 
dramatizations been put on a stage 
in the huge room. 

Recent months have seen many 
“firsts” in use at TV sessions. An- 
other of the “firsts” was an hour-long 
program from the national convention 
of Batten, Barton, Durstine & Os- 
born, Inc. Staged annually in New 
York City, the advertising agency’s 
national conventions were limited to 
executives. However, its recent con 
clave was opened to the entire BBDO 


Did you say CONVENTION? 


That need'nt cause tension... 
Just one little mention 
will bring quick attention 


Let Capital solve your travel problems! With 
Capital's Delegates Service, you get planning 
and promotional assistance for your group 
at no extra cost. Capital will assign a travel.expert 
to help you with all details—including ground 
transportation, hotel accommodations, even 


entertainment, if you wish. 


Save time and money, too! By flying Capital, 
you'll cut travel time up to 80% over surface 
transportation—have extra hours for post- 
convention side trips and other activities. 
Delegates will appreciate the comfort and 
luxury of a Capital flight—and the cost is 
often less than first class rail travel. 


Fly the incomparable VISCOUNT, 
world’s first turbo-prop (jet-prop) airliner, 

between many major cities 

on the Capital system. 


For assistance with travel arrange- 
ments for your mext convention or 
meeting, call your local Capital 
representative, or write J.O.Urquhart, 
Capital Airlines, National Airport, 
Washington 1,D.C. 


a wal \ 


AIRLINES 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
A FEATURE TO MATCH 
YOUR EVERY REQUIREMENT 


Seventeen meeting rooms —ck- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 
GEORGE 6B. BRUNI 
Vice President & General Manager 
ADA TAYLOR 
Director of Sales 
STANLEY B. CAMPBELL 
Sales Manager 
Telephene Atiantic City 5-127) 


THE SKISCRAP ER 
—<——_——— 
8Y-THE-SEA 


Sales Managers Acclaim! 


ST.PETERSBURG FLORIDA 


Delegates Aqree!! 


executive conference 
big or small, you can rest 
r meeting at the Soreno will be 
ess. Our well-trained con 


I! work with your chairman on 


s accommodating 
b cuisine—2 dining rooms 
iful ball room 
| lounge entertainment nightly 
r dates—Fall, Winter, Spring 
wire, phone Director 
Alsonett Resort Hotels 
P.O. Box 3042 Phone 7-780] 


of Sales 


“family” via closed-circuit TV. 
Some 1,900 agency employes in 
nine of BBDO’s 15 office cities across 
the country “attended” a session at 
the national convention in Hotel 
Roosevelt, New York City. Many of 
the employes had never seen the 
agency’s top brass and the telecast 
permitted them to see and hear their 
officers and learn “What’s New at 
BBDO,” title of the TV session. 


One-Hour Session 


Handled by Sheraton Closed Cir- 
cuit TV, BBDO’s program proved 
how much “meat” could be crammed 
into a one-hour session when you have 
to. Ten agency executives gave short 
addresses and each was introduced by 
TV star Dave Garroway. Dave’s 
short introductions were accompanied 
by a camera switch to a caricature of 
the individual to speak next. These 
sketches and a few lettered signs were 
the only visual aids used on the TV 
session. 

To give the BBDO telecast a con- 
vention flavor, Garroway sat in a side 
balcony overlooking the main audi- 
torium. A camera panned the audi- 
ence frequently, especially during ap- 
plause after speeches. 

Difficult positioning of cameras and 
insufficient lighting in the room did 
not detract from the telecast. Rather 
it gave it the dramatic on-the-spot 
urgency of fast-breaking news. Had 
the same series of speeches been tele- 
cast from a studio under perfect con- 
ditions, they would have lost some im- 
pact. 

Dave Garroway used Teleprompter 
for his script while BBDO people 
used notes. The audience where the 
telecast originated did not see a moni- 
tor of the program. A room a short 
distance away from the ballroom was 
set with a large-screen projector for 
the press. Members of the press could 
see the program on the TV screen or 
really “live” in the ballroom. 


Keeping Informed 


BBDO President Duffy says of 
closed-circuit TV, “We're using this 
as an additional means of. keeping 
everyone in the agency informed of 
the newest and best things we’re do- 
ing for clients. I believe this is the 
first time that an advertising agency 
has tried out closed-circuit television 
on a meeting of its own people.” 

Bruce Barton, BBDO chairman of 
the board, was among the 10 to appear 
before the TV cameras and seemed to 
many members of the press to be the 


convention center par excellence 

for as many as 500 persons! 
Twelve beautifully decorated air-conditioned 
function rooms of varying size, plus good ex- 
hibit facilities. 400 outside spacious rooms, all 
with bath and radio. 
Renowned for superior food and gracious 
New England hospitality. 


Hotell 


WILLIAM T. BIGLER, General Manager 
490 Commonwealth Avenue 
Telephone KEnmore 6-2770 


' Washington's 
Largest Downtown Ballroom 
is now re-opened! 


In addition to Washington's most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 
been modernized and expanded. New 
adjacent garage facilities are available. 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention informations 


Oouglas A. Stalker, 
General Manager 


Teletype WA-732 
Telephone 


NAtional 8-4420 
AM ABBELL HOTEL 


“The 
CUILLARD 
WoshinGtiuD.c. 


14th Street an? Pennsylvania Avenue, N. W. 
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most dramatic. He projected a warmth 
and sincerity that leaped from the big 
TV screen. Asked about closed-cir- 
cuit TV, he said, “I think it’s just 
wonderful. It gives all our people a 
chance to see Ben Duffy, our presi- 
dent, and all the rest of us whom 
they have heard about but have never 
mét.” 

Other agency people who’s business 
is communications were equally en- 
thusiastic after the closed-circuit ses- 
sion. Says one, “We're very bullish 
about it.” 


Excellent Medium 


Byron Paul, a Columbia Broad- 
casting System director who ditected 
the BBDO telecast, says, “It’s tough- 
er than commercial TV” for directors 
but indicates it is an excellent me- 
dium. 

Barry McCarthy, chairman of the 
committee that put on BBDO’s con- 
vention, reveals that the telecast cost 
approximately $25,000, but was worth 
the investment. Members of employes’ 
families were invited to the telecast 
around the country which spread the 
investment in goodwill and good em- 
pioye relations. 

As for use of closed-circuit TV by 
others, McCarthy says, “We think 
closed circuit for clients is sensational. 
This is the year that closed-circuit 
TV will break through.” 

Premium TV was an innovation 
seen recently. Diners’ Club, Inc., 
used a closed-circuit telecast of a 
basketball game between University 
of Dayton and University of Cincin- 
nati as a premium to build member- 
ship. Diners’ Club membership in Cin- 
cinnati was low. To stimulate sales 
of $5 memberships, Diners’ Club had 
Sheraton Closed Circuit TV set up a 
big screen in Taft Auditorium, Cin- 
cinnati, and transmit the basketball 
game from Dayton. Members of 
Diners’ Club could attend the telecast 
free. This prompted many to join the 
Diners’ Club in Cincinnati for the 
opportunity to witness a hotly con- 
tested court duel between rival schools. 


Merchandising Tool 


“Premium TV—our name for this 
technique—may become an important 
merchandising tool,” says William 
Rosenshohn, executive vice-president 
of Sheraton Closed Circuit TV. 
Tickets to telecast sports events may 
be used widely as premiums by retail 
outlets and others. For large chain 
stores the cost would be comparatively 
low compared to the sales stimulation 
potential.” 


SM/APRIL I, 1956 


General Motors was another user 
of the TV meeting last month. Deal- 
ers in 38 cities saw and heard Presi- 
dent Harlow H. Curtice describe new 
contracts between GM and dealers. 
It was a straight speech that lasted 
over an hour, and indicated the value 
of the medium to quickly convey au- 
thoritative information to all parts of 
the country without dilution through 
channels. 

Smith, Kline & French Labora- 
tories is another repeater for the me- 
dium. Its fifth in a series of programs 
for doctors was produced last month. 
Its “Videclinic” is produced in co- 
operation with American Medical 
Association. 


Potential Market 


Nathan L. Halpern, president, 
Theatre Network ‘Television, Inc., 
says the current crop of closed-circuit 
telecasts is the long-awaited “break- 
through” into a $250 million market, 
“the potential which could be drawn 
from conventions and promotion cam- 
paigns.” 

While sponsors, producers and d 
rectors continue to improve techniques 
in the medium, technical progress is 
going forward. Right now, there is a 
faint glimmer of hope that a big cost 
of producing closed-circuit TV ses 
sions—coaxial lines—may be knocked 
out. Bell Telephone Co. of Pennsyl- 
vania engineers are working toward 
the use of regular telephone lines for 
TV instead of more costly 
transmission. 


coaxial 


TV Via Telephone 


So far telephone engineers are able 
to transmit video imagines through a 
pair of ordinary telephone lines but 
are limited to static pictures. The sys- 
tem is now in use to transmit signa- 
tures between offices of Philadelphia 
National Bank. Tests up to 180 miles 
have worked with this system using 
television equipment, produced by 
Dage Television Division, Thompson 
Products, Inc., Michigan City, Ind. 

It will be a long while before tech- 
nical problems are licked, telephone 
engineers say, but they expect to see 
the day when a closed-circuit telecast 
can be set up as simply as calling long 
distance on a conference hookup. 

With progress shown in every di- 
rection, IT'V meetings have emerged 
as standard procedures on the Ameri- 
can convention scene. Babe of four 
years ago is now a big boy and prom- 
ises to be a giant in tomorrow’s con- 
vention sphere. The End 
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or 


personalized 
exhibits 


Messmore & pamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenve 
New York, New York 
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ADD PERSONALIZED PUNCH 
‘TO YOUR SALES PROMOTION 


Advertise with 


_ AdveTlES 


| Fires-up soles and dealer programs 
conventions! for Executives, Salesmen, 


Dealers Valued as business gifts! 


MILLER BEER 


Your trademark, logo, slogan, or product 

fully reproduced on regular or bow ties, 
symbolize the cooperative good will that marks 
every successful business. 


Designed to yeer needs dignified 
or flamboyont .. . this HAND MADE 
neckwear of distinctive quality will 
add punch to your sales program, con- 
vention, new-product announcement, 
or any special event. Top quality in 
any quantity . . . one unit or a milliont 
Write TODAY for details. Fur- 
nish ad samples and estimated 


AMERICAN 


NECKWEAR MFG. CO. 
Dept. MS 

320 S. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 


TRADE MARK 
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PRESIDENT, glass in hand, listens intently 
as metal frame manufacturer talks shop. 
Later he pours drink for fountain pen clip 
maker who told the group: “We make 
300,000 a day. | don't know where they 
all go!" Cocktails are followed by lunch. 


Who Eats Lunch with Your President ? 


If they're customers who dine with the president, you may 


expect dividends in sales and goodwill for your company. 


BY HERBERT BARCHOFF 
President, Eastern Brass & Copper Co. 


One of the simplest and most inex- 
pensive sales promotions in the history 
of our company has paid incredibly 
handsome dividends in both sales and 
goodwill. 

It started early last fall with an 
order of hamburgers. Two of East- 
ern’s executives and myself had fallen 
into the habit of eating a quick lunch 
in my office to discuss sales and other 
problems. It invariably became a dis- 
cussion of happenings on a broader 
industry scale. 

Eastern is a custom mill for both 
ferrous and non-ferrous metals, with 
wide distribution along the north- 
eastern seaboard. Its customers are 
fabricators of* metal for everything 


AIRCRAFT ENGINE PRODUCER with copper tube problems listens quizzically to suggestion of welded 


from jet engines to handbag frames, 
and from electronic calculators to 
pogo sticks. When we talk metals, 
we're talking about what’s happening 
in scores of industries. 

One day I commented that I wished 
some of our cusomers could get in on 
these sessions. 

There was a moment of silence. 
Both the v-p and sales manager looked 
at me. I looked at them. Almost 
simultaneously, we said, ““Why not?” 

And that’s how the “President’s 
Luncheon” was born. We have had 
six to date, at the rate of one a month, 
in my combined office and conference 
room. 

Procedure was encouragingly un- 


complicated from the very beginning. 
Four weeks in advance, I send out 
personal invitations to about 30 pur- 
chasing agents, production executives 
and heads of companies. An average 
of 12 accept, though it has gone as 
high as 16. 

Guest list is determined by sales 
territories, with two selected each 
month. Salesmen for selected terri- 
tories are present at the luncheon, and, 
incidentally, available to drive guests 
into town, or to get them to their 
trains on time. 

Selection is based also on a diversity 
of manufactured items and production 
processes. Close competitors are not 
invited to the same luncheon. 

Climate of the luncheon is informal, 
and carefully planned to avoid any 
“selling.” A small cocktail bar is 
opened at 11:30, with Eastern execu- 
tives and salesmen pouring drinks and 
serving canapes. At noon, guests are 
seated at a U-shaped table in the con- 
ference room. The catered luncheon 
is strictly male (although an occa- 
sional female has attended )—platters 
of corn beef, roast beef, turkey, potato 


PLANT TOUR follows luncheon 


tube mill man; and laughs at sallies of pen clip manufacturer: "| run a clip joint." Informality is the rule. and 15-minute institutional film. 
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GENERAL @@ ELECTRIC 
SUPPLY COMPANY 


A DIVISION OF GENERAL ELECTRIC DISTRIBUTING CORPORATION 


680 ANTOINETTE ST. 
DETROIT 2, MICH. 


December 12, 1955 


Mr, Henry L. Kimmelman Beverley E. Miller 
President & General Manager Director of Sales 


The Virgin Isle Hotel 

St. Thomas, Virgin Islands VIRGIN ISLE NEW YORK OFFICE 
H 502 PARK AVEN 

Dear Henry: — MURRAY HILL eave 


Throw out all the adjectives — it was FABULOUS. 


We have just about covered the Caribbean with travel incentive trips, but our vacation 
at the Virgin Isle Hotel was far and away the finest ever. 


All of us here at GESCO and the forty-six dealers who made the trip with us, owe you 
and your staff a great deal of thanks for a perfectly wonderful program. 


If one word could distinguish the service at the Virgin Isle Hotel from all the rest — it's 
HOSPITALITY. Never before have we been made to feel so much at home as we were 
at your hotel. 


Please thank all of your people for the fine job. And special thanks go to the front 
office of Ted Magill and Ted McCracken, and to Mary Bermingham, who was just 


wonderful. 


Mary's program was perfect and | wouldn t change a thing if | had it to do over again. 
And we can't forget the LaMotta Brother's — they were the greatest. 


Like old dugout Doug “we will return" some day. 


Sincerely, 


ordon B. Smith, Manager 
Advertising & Sales Promotion 
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salad, rye bread, cheese, pastry and 
plenty of coffee. 

When appetites have waned, I ask 
each guest to introduce himself. He 
talks a bit about his own company, 
and, with a little questioning, finds 
himself discussing the state of his 
industry, or a production problem, or 
the materials he uses. Other guests 
perk up their ears. 

Production man of an aircraft en- 
gine firm has a technical headache 
with drawn copper tubing. An execu- 
tive from a tubing firm describes a 
new welded copper tubing it makes, 


and passes a length of it to the air- 
craft man. Both take notes about get- 
ting together to discuss a test run of 
it. 

An electrical manufacturer says he’s 
working three shifts, six days a week, 
on explosion-proof fixtures for oil re- 
fineries, paint factories, swimming 
pools. 

A toy train manufacturer says his 
industry is beginning to get a little 
worried over competition from im- 
ports. 

Along about the third meeting, I 
realized that my guests were doing 


America’s Informal Business Capitol 


The Greenbrier’s new West Wing offers groups up to 
1000 the finest and most modern meeting facilities 


to be found. 


The auditorium, the theatre, and various-sized 
smaller meeting rooms provide complete privacy and 
air-conditioned comfort for all types of functions. 
The latest P.A. systems, stage and movie equipment 
(including a CinemaScope screen in the theatre) are 
available. Attentive service is, of course, axiomatic 
at America’s leading resort hotel—The Greenbrier. 


For complete information, address 


DIRECTOR OF SALES 


. 
WHITE SULPHUR SPRINGS, 
WEST VIRGINIA 


business under my very nose. Taking 
notes for future sales presentations to 
each other, offering technical aid, 
recommending new fabricating proc- 
esses and machinery, they were acting 
constructively in a convivial atmos- 
phere. 

I became aware for the first time 
that my gesture of goodwill on behalf 
of my company had broader implica- 
tions. I was offering a service to my 
customers which I had never antici- 
pated. And though, considering the 
scope of their needs, it had limited 
value to them, it was being appre- 
ciated. It was different. And in any 
event, I decided, what better way was 
there of getting them to buy their 
metals from Eastern, the company 
which had brought them together ? 

At each luncheon I am amazed by 
the aura of understanding and genu- 
ine interest which develops among 
the guests. And I would hotly deny 
now that conversation has become a 
lost art. The average American busi- 
nessman, I have found, is articulate, 
with a knowledge of his operation, and 
of its relationship to the economy, 
which would surprise his grandfather. 

Following the discussion period, a 
15-minute film on Eastern’s process- 
ing and distribution facilities is shown. 


America’s Finest Booths 
FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


-------4- 


_—“ 


MELTZ Stuctios 


2304 PACIFIC AVE., ATLANTIC CITY, N. J. 
Phone 4-3942 
Complete Show Decorating and 
Display Installation Service 


© DRAPES © FURNITURE © SIGNS 
© BOOTH EQUIPMENT 


New York, 17 E. 45th Street, MU 2-4300 

Boston, 73 Tremont Street, LA 3-4497 

Chicago, 77 West Washington Street, RA 6-0625 
Washington, D. C., Investment Bldg., RE 7-2642 
Toronto. 80 Richmond Street, West, EM 3-2693 


Or inquire of Greenbrier offices in: 
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This is the only direct sales pitch dur- that even if the recipient does not at- mulling over a metal fabricating solu- 
ing the course of the luncheon, and tend, he has at least been in personal tion suggested to him, and will call 
even this has a script that is couched correspondence with the president of me personally to ask for a “sample 
in low-pressure, ‘institutional’ terms. Eastern. Luncheon always is fol- run.” , 

When it is over, guests are invited lowed up by a note of thanks from Sales from the group of companies 
to take a quick tour of the plant with the guests. Future phone calls are invited thus far have definitely in- 
Eastern salesmen and executives to obviously going to be on a first-name creased, even though luncheons may 
serve as guides. Stops are made at a basis. have brought out no special metals 
slitter, a rolling mill, an annealing As for the tangibles: Luncheons problem facing them. It may merely 
oven and quality control room. Ques- has brought out materials require- be that when our salesman calls, the 
tions that generally have a direct ments met on the spot by Eastern’s luncheon at which he sat next to the 
bearing on the guest’s production set- engineering and sales department, and PA is being remembered. 
up are answered by supervisors and results in orders written before the And it all started with some ham- 
machine operators. guests have left the plant. Occasion- burgers in my office on a busy day. 

Guests depart. Investment: $5 a ally, a guest will spend a few days The End 
person. Dividends? To mention first 
the intangibles: 

1. Eastern Brass and Copper Co. 
is becoming more than a name on a 
letterhead to an ever-widening circle 
of customers and key prospects. 


2. A degree of intimacy is develop- \— Mel chow OU how 
ing between Eastern executives and | 


top level management of customer 

companies. And it is genuine because | 

it is based on a community of interests | 0S@, 

— the community being the sharing | \ | 
- convention chairs! 
! 


of production and materials problems 
as well as of ideas on a variety of 
business subjects. | | 

Among the intangibles are some ' \ r) 
perimeter values: Letters of invita- 


tion function as direct-mail pieces, so ‘ 
: a lt 
- = = a 
P 


wv DISPLAYS 
vf PRESENTATIONS 
wv EXHIBITS 


VISUAL AIDS 
make IDEAS effective 


*Check List of Services 


Satisfaction Guaranteed) 
[] Photo Blowups 
[] Slides (35mm, 2x2, Vu-Graph) 
[] Photomurals 
] Photostats & Giant ‘Stats 
[] Photo Cutouts 
] Lithographed Posters 
Planographed Reports, Charts, Re- 
leases for low-cost limited quantity 
distribution 
, Lene Tones Benga Northwest's convention staff will relieve you 
] peg Rhea Folios of details . . . contact delegates, give all in- 
] Quantity Contact Glossy Prints formation. Complete service includes pre- 
|] Ad Type Prints and post-convention tours, side trips and 


RCS delivers Top Quality special half-fare arrangements for families. BOOST SALES WITH 
reproduction, FAST service, 


at reasonable prices. Luxurious Stratocruisers or low-cost Air AIRVENTURE INCENTIVES 

: Coach brings delegates refreshed and ready Salesmen go all out for SALES 
| FREE! Clip this Ad! ani when the prize is a free air vaca- 
| Attach fo your letterhead, and complete : for participation. Only Northwest serves 


' : t Write f f tion on h 
information will be rushed to you, includ- | cities coast to coast, Hawaii, Canada, Alaska ion. Write for information on how 
ing price lists, the 32- page "Make Mine : : to promote this sure-fire motivator 
i King-Size,"" 32-page "Photolog No. 655" | and the Orient. 
and “How to Use Commercial Photog- 


' raphy." Contact any Northwest office or...Conven- 
oe pain ne wens ee tion Bureau, Northwest Orient Airlines, 1885 
University Avenue, St. Paul 1, Minnesota. 


A ‘NORTHWEST 6.c AIRLINES 


123 MW. WACKER DRIVE CHICAGO GILL. PHONE STete 2.9977 Short route to the Orient 
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YOUR MOST EFFECTIVE EXHIBITS 
Start with Good Internal Communications 


BY BELMONT CORN, JR. 


President, The Displayers, Inc.* 


With distribution rapidly becom- 
ing the key factor in America’s boom- 
ing economy, exhibits have assumed 
a vital role in the marketing program 
of many corporations. Dollar for 
dollar, exhibits have proven them- 
selves profitable marketing tools and 
trade shows have taken their right- 
ful place alongside newspapers, maga- 
zines, direct mail, radio, television, 
etc., as effective advertising media. 

Yet, many firms obtain far greater 
results in actual sales from their ex- 
hibits than others. Why? Generally 
because they have tied their exhibit 
programs into their entire marketing 
structures, made them an _ integral 
part of their strategy of moving 
goods from plant to consumer. Their 
exhibit programs are as carefully 
thought out as multi-million dollar 
consumer magazine and TV cam- 
paigns, with basic master plans pre- 
pared beforehand to take full advan- 
tage of all the benefits that exhibits 
provide. 

After working with hundreds of 
exhibit managers during more than 
20 years in the business, I am con- 
vinced that the first secret of build- 
ing a master exhibit plan is to set up 
an effective communications system 
within your own organization. Good 
communications demand, primarily, a 
clear cut delegation of . authority 
trom top management so that the 
question of “who the hell is in charge 
of exhibits?” always gets a single, 
unanimous answer. In many firms 
the advertising department is re- 
sponsible for exhibits; in others it 
may be the sales, sales promotion, or 
a separate exhibit department, 

If responsibility is in your hands, 
your next step is to set up good com- 
munications between departments 
sales, advertising, production, public 
relations, etc. Here is a chance not 
only to eliminate any possible mis- 
understanding, but to actually get 
other departments behind your ex- 
hibit program, and_ enthusiastically 
contribute advice and assistance. 

Incidentally, one of the times 
when good communications pays oft 


* New York City 
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is when you send up your show 
budget for approval. Although there’s 
no set formula for establishing what 
items necessary for an integrated ex- 
hibit program fall into what depart- 
ment’s budget, a clear line of com- 
munications between departments 
eliminates serious contentions. It’s al- 
ways a good policy to decide in ad- 
vance under which budget—-sales, 
production, advertising—such items 
as the costs of entertainment, trans- 
portation, models, show literature, 
pre-show mailings and follow-up, 
etc., should be included. 

In planning a budget, here are a 
few good rules of thumb. Although 
price ranges vary considerably, booth 
space in larger shows will probably 
average about $3 a square foot. Costs 
of the regular run of exhibits, ex- 
cluding highly elaborate mechaniza- 
tions or models, run from $150 to 
$300 or more a lineal foot of back- 
ground, and plan to spend from 10% 
to 15% additional for service and 
maintenance, if you enter three shows 
a year. 

Set up a planning team, consisting 
of representatives of sales, advertis- 
ing and _ production—and perhaps 
some assistants from your advertising 
department. Six months to one year 
in advance of next year’s program, 
get the team together and work out 
specific marketing objectives, which 
would hold true for all advertising 
media. Determine as a cohesive en- 
tity the exhibit story to be told and 


its affinity for the marketing objec- 
tives. Plan the shows to be entered, 
and the new products and cutaway 
models to be made available. 

Call in your advertising agency, as 
it is usually concerned with planning 
marketing objectives and strategy. If 
the exhibit builder is worth his salt, 
he should be included at the earliest 
planning sessions. More and more, by 
actual experience, the exhibit builder 
is becoming a sort of “three dimen- 
sional advertising agency” on an an- 
nual basis, rather than on a show-to- 
show stopgap arrangement. In the 
increasingly specialized advertising 
business, your advertising agency 
will appreciate the expert assistance 
of the experienced exhibit builder. 

The exhibit builder has developed 
practical exhibit solutions to reach 
merchandising objectives, and knows 
how to hold a mass of product mate- 
rial and copy in a cohesive and dy- 
namic display. Probably, more than 
anyone in your organization, he is 
aware of competing exhibits in a 
trade show and can show you ways 
of attracting an audience for whose 
attention a large number of exhibi- 
tors are competing. He is probably 
the one man who has real knowledge 
of exhibit hall conditions, of obstruc- 
tions, trafic and the “ground rules” 
in force. 

An experienced, nationally- recog- 
nized builder will undoubtedly have 
members on his staff thoroughly 
familiar with the physical conditions 


SALES MEETINGS 


Gesundheit! 
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Putting on a sales meeting is one picnic that’s 

no picnic. We know what you’re up against. 
Sympathy, etc. But why not give yourself a break 
where the liquor’s concerned? Here’s one time 
when it’s smart to pass the buck. 


You know how it is when you start asking yourself 
what kind and how much and what was wrong 
with the gin the last time. Relax. Let Hiram 

do it. All you have to do is: 


Look up “Hiram Walker” in the phone book. Dial the 
number, ask for the head man, and tell him what’s on 
your mind. He knows the local hotel managers and 
headwaiters, knows from experience how much liquor 
will be required and what kinds. Wish the whole 
problem off on him. He’ll thank you, you’ll thank him, 


IMPERIAL |) adders 
wes 4 law 
¥ ~ Soeneee 


Sons Inc. 


PEORIA, ILLINOIS 


Canadian Club » Blended Canadian Whisky + 6 years old * 90.4 proof + imported in bottle from Canada by Hiram Walker Importers Inc., Detroit, Mich.—Imperial 
Hiram Walker’s Blended Whiskey « 86 proof * 70% grain neutral spirits—Walker’s DeLuxe + Straight Bourbon Whiskey « 7 years old * 90.4 proof—Hiram Walker's 
Distilled London Dry Gin + Distilled from 100% American grain * 90 proof—Creme de Menthe + 60 proof + Hiram Walker & Sons Inc., Peoria, Ilinois. 
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of most of the halls in the country. 
For instance, some shows allow ex- 


Py hibitors occupying space on the side 
Orea [ 0 walls to exceed the eight-foot-height 


limitation, affording the superstruc- 


ture an uninterrupted view of the en- 
OW tire area. If there are obstructions, 


such as columns in your booth, an 


‘ ean exhibit builder can often turn these 

PC 0) , a from liabilities into assets. 
\| iI es | Will Burtin, one of this country’s 
tagette ES outstanding designers, says that “‘de- 


sign is needed to separate the more 
important from the less important to 
find a solution with material, struc- 


Ideal for small Dealer & Distributor Meetings, ture, color, space, graphic detail, 
versatile ; Sales Training Sessions, Advertising Presenta- light, etc., which gives the visitor 
tions, Employee or Supervisory Meetings or as Mi or : pL: 
on cake ta 0 Teéle thee that sense of being informed, of being 
pleased, of being able to go away 
+ ; All essential features—pegboard, flannel board, from a exhibit knowing something he 
. : a 3 “waa 0 
compac screen, lights—are bui!: in. No extras to carry did not know before.” 
‘or assemble. a z iis : 
Today's exhibit design has very 
portable — be wa be a car, train or plane and definitely been influenced by Frank 
easily assembled by one man. Lloyd Wright’s early 20th Century 
: | c _ q nie ” 
This focal point of your presentation which credo of “form follows function. 
eliminates competition from distracting back- Contemporary design requires em- 


. grounds is available in single units at $175.00 hasis to be placed on the product it- 
economical and in multiple units (two or more) at $150.00 P : - ares 


each. (Price F.O.B. Chicago) Specially made self, rather than on the architectural 
carrying case $24.95. concept of the booth. In our firm, we 

put it crudely but effectively, ‘If it is 

not a thinking exhibit, it is a stinking 
sc Mnelletniter Gtels. (aw York 16. Nw exhibit.” In design, that means more 
actual product demonstration, less 
confusing copy matter, more anima- 
tion and sound, used, of course, in 
gvood taste. 


A good exhibit designer and 

CHOOSE THE MAGNIFICENT builder will plan for future re-use 
- of new material. Furniture and ex- 

lids hibit structure are lighter in weight, 

‘ more adaptable through the use of 

HO . modular or cellular forms, and less 

TEL bulky to ship and store. Even floors 


at Bretton Woods, New Hampshire . 2 in the form of re-usable squares 
‘ should fit this need. 


THEATRE FOR INDUSTRY 
IRA MOSHER ASSOCIATES, INC 


600-capacity Grand Ballroom and 10 other meeting room: 
Sightccsinniee ‘alli te sumint of 1, Weshineten ; One of the big differences between 
and other scenic trips exhibit and other advertising media 
Experienced, attentive conventio is that exhibits offer a chance for 
Conventions wel¢omed May 15, to and during prospects to pick up and heft a prod- 
uct. Whether you sell a fractional 
horsepower motor or a diesel locomo- 
tive, ability to touch or see an ac- 
tual product often is the first means 
of breaking down sales resistance. 
Set up efficient communications for 
production so that this department 
has sufficient lead time to supply a 
new model to meet an_ exhibition 
date. Needless to say, a production 
representative should sit in on most 
planning sessions. 


epfead during 


Furthermore, at the shew itself, 
have a production expert help staff 
the booth to answer technical ques- 
tions or run demonstrations. Produc- 

if you are contemplating a city meeting we invite you to The Drake of tion participation at shows heightens 
Philadelphia with its new, magnificent ballroom and meetings facilities. intra-departmental cooperation and 
a samme: understanding of sales and advertis- 
Write to BRETTON WOODS CO. ing problems, One famous fork-lift 

Bretton Woods, New Hampshire ; Ea . . . i . 
manufacturer employs different pro- 
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duction men at trade shows to dem- 
onstrate equipment. The factory men 
consider it an honor to be selected 
for trade show participation and, of 
course, enjoy the time away from 
plant tedium. Their enthusiasm does 
not die with the last day of the show, 
but continues with them after they 
return to the home scene and insti- 
tutes a chain reaction of improved 
plant morale. 

Although staffing an exhibit booth 
is a subject in itself, part of your ex- 
hibit plans revolve around techniques 
used in the booth for selling visitors 
and distributing literature. The sales 
department should not use the booth 
as a training school for neophyte 
salesmen. Insist upon well-trained 
salesmen to man the booth, and pre- 
pare a conversation opener for the 
salesman “to hang his hat on” 
to lead a conversation easily 
the exhibit into 
entation. 


from 


a strong sales pres- 


Sample Shoppers 


Every exhibit builder knows the 
sample shoppers that haunt trade 
shows, they pick up every single piece 
of literature available, just as long as 
it is free, and then promptly dump 
the whole kit in the nearest trash 
basket upon leaving, or take it home 
for their six-year-old daughters to cut 
into cute little pictures. That is why 
we strongly recommend literature 
re gistration. 

When a visitor 
to request 


takes the trouble 
literature by mail, you 
can be sure he’s interested, His name 
becomes an important addition to 
your prospect list and stimulates local 
calls by the field sales staff—indi- 
cating, incidentally, to those in the 
_ terlands that the home office is on 
the ball. Registration cards and fig- 
ures which lead to follow-ups and 
sales are also one of the best ways of 
selling your own management on the 
value of exhibits, if such selling is 
necessary. 
Certainly, 
rood 


registration cards are a 
audit of spectator 
your exhibit. They can be used by 
themselves to indicate whether the 
exhibit has paid off, or in the con- 
junction with the audits of such out- 
side research groups. If you are a 
member, the Exhibitor’s Advisory 
Council will supply statistics to help 
you determine what 
come next year. 
Master Plan of exhibit procedure 
should not end with the two or three 
annual trade shows which 
age company enters. After 
ployed in such shows, 
can serve 


interest in 


shows to enter, 


the aver- 
being em- 
these exhibits 
additional and vital com- 
munications functions ar ¢ em- 
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ployes, stockholders and the general 
public. Installed in corridors, cafe- 
terias and other areas in the factory, 
they help build and maintain employe 
morale. Set up at stockholder’s meet- 
ings, they conimunicate manage- 
ment’s story to stockholders. They 
are also valuable tools of public rela- 
tions when set up in banks, railroad 
stations, schools and other public 
places. One of the newest communi- 
cations functions of exhibits is to 
serve in an employe recruiting pro- 
gram, helping to attract skilled labor 
and engineers. 


More Shows 


In the future, we can expect the 
number of trade shows to grow, espe- 
cially in such new fields as automa- 
tion and atomic energy. Trend of to- 
day’s trade shows is towards horizon- 
tal coverage of a specialized industry 
which cuts through all fields—rather 
than the vertical single-industry 
show. A look into the 
indicates increasing interest in grass 
roots activities trailer road 
shows, more small regional exhibits 
in which dealers and distributors par- 
ticipate, greater interest in whole- 
saler’s open houses. 

At. state fairs, the number of in- 
dustrial exhibitors will decline be- 
cause of the consumer nature of the 
audience, but for the same reason, 
more consumer products groups, such 

the food industry, will enter state 
fairs. 

Remarkable ability of exhibits to 
bypass language barriers and to sell 
ideas and ideals as well as merchan- 
dise has led to a rapid increase in 
American participation in 
exhibits. Not only is industry increas- 
ing its participation in foreign com- 
mercial fairs, but government agen- 
cies such as the Departme nt of Com- 
merce and the U. S. Information 
Agency are stepping up their use of 
exhibits as a technique of propaganda 
in international politics. 

Currently, one thing is certain. As 
industry strives to develop more ef- 
fective distribution tools to move the 
tremendous volume of goods streain- 
ing out of factories, the 
planning once associated 
hibits can no longer be tolerated. A 
master plan, as thorough and as de 
tailed as marketing specialists can de- 
vise—built on sound communications 
within an organization—must be 
part and parcel of every exhibit now 
built. For only through such com- 
munications and planning will manu- 
facturers be able to reap the spec- 
tacular sales results that exhibits can 
produce The End 


future also 


more 


overseas 


haphazard 
with ex- 


THE NEW 


GOVERNOR CLINTON 
HOTEL 


Directly opposite Penn Station, an 
ideal place to hold your Convention, 
sales rally, banquet or meeting. 15 
newly decorated function rooms, ac- 
commodating from 10 to 500 people, all 
air-conditioned. 


All 1,200 guestrooms 
newly refurnished and 
redecorated. Each 

with bath, 21" TV, 
radio, many 
air-conditioned. 

WRITE OR CALL: 


VICTOR J. GILES, 
GEN. MANAGER 


Fields Management 


THE NEW 


Syewner Clinton 
HOTEL 


Seventh Avenue at 3ist Street 


5 gilt fae, 
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CONVENTIONS 


ASSURED! 


THE 


BISCAYNE TERRACE 
HOTEL 


Miami’s only new luxury hotel 
across the street from Miami’s Con- 
vention Hall, Charter Fishing Docks. 
Luxuriously decorated Convention and 
Banquet Halls seating from 10 to 500. 
Special kitchen to cater banquets. 
Entire hotel air-conditioned. 


200 beautifully appointed 
guestrooms with private bath 
and shower, radio, 21" TV 
in every room. Many with 
balconies. 

Private beach 

and cabana. 


WRITE OR CALL 
WARREN C. FREEMAN, 
GEN. MANAGER 


Fields Management 


THE 


Liisa : 
HOTEL 


Biscayne Boulevard at Fourth Street 
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What You Should 
Know About 
Travel Incentives 


3 BASIC PLANS 


BY T. J. McGUIRE 


President, T. J. McGuire Sales Incentives 


INCENTIVE TRIPS are lots of fun 
{or should be). Complete enter- 
tainment should be planned. This 
scene is at Castle Harbor Hotel, 
Bermuda, during an incentive trip. 


Like most selling contests, travel 
incentive programs are based on points 
and quotas. However, there are sev- 
eral unique differences. 

Basically, there are three ways a 
travel incentive contest can be set up: 
“Pay-As-You-Go,” “Co-op Funds” 
and “Plateau.”” Let us examine them 
in turn. 

Pay-As-You-Go plan is for manu- 
facturers who want to set up a very 
conservative campaign without appro- 
priating money in advance, but who 
are willing to pay for a selling job 
well done. For example, a dealer pur- 
chases 25 units of a line in order to 
win a trip. Should he purchase 15 
more, or a total of 40, he wins a trip 
for his wife as well. 


Distributor Salesman 


Co-op Fund plan automatically 
works out a separate promotion for 
distributor salesmen and their wives. 
The salesman who qualifies, let us say, 
10 dealers, wins one trip, and a trip 
for his wife as well if he qualifies 15 
dealers. Co-op plan can work also 
so that distributor principals who 
make quota, and their wives, can ac- 
company their dealers and their own 
salesmen. Purpose: members of the 
distributing organization who take the 
trip with their dealers get to know 
them better, can deal with them in 
the future on a friendlier, and more 
persuasive basis. 
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Plateau plan, which we originated, 
is effective because 25% of a com- 
pany’s sales force normally does 75% 
ot gross business. This leaves 75% 
ot the organization doing only 25% 


of gross business. To sales-spark this : 


relatively inert 75% is the difficult 
job of every sales manager. This large 
group can be stimulated to sell more 
by offering rewards within its reach. 
For example: 


Two-Month Campaign 


The company concerned has set up 
a two-month campaign, and wants 
immediate selling action from ail 
salesmen. In order to accomplish 
this, three “quota plateaus’ are set 
up. First plateau—50% of quota in 
the first 30 days of the campaign 
awards the energetic salesman a 
glamorous five-day week-end at lux- 
urious hotel in New York City. 

Salesmen who reach the second 
plateau—65% of quota in the first 42 
days of the campaign—win a five-day 
week-end in fabulous Las Vegas. 

For salesmen who make or break 
their full quota, the blue-ribbon re- 
ward is a seven-day vacation in beau- 
tiful Bermuda. As we put it, “You 
make your sales and you take your 
choice . . . the more you sell the fur- 
ther you go!” 

Before I discuss points and quotas, 
I must point out that my organization 
does not recommend travel rewards 


for ordinary sales. We expect sales- 
men to do a normal selling job, for 
which they are paid either a commis- 
sion or a salary. Travel rewards 
should be for plus sales. 

Setting quotas is an ever-present 
problem confronting sales managers; 
salesmen are never completely satis- 
fied with any quota system. It has 
been our experience that the fairest 
way to determine a salesman’s quota 
is to take his selling record for a 
three- or five-year period and divide 
it accordingly. Average figure deter- 
mined by this method is what the 
salesman can be expected to repeat 
without reward. To this figure we 
add the percentage of increase that the 
campaign can accomplish. When the 
salesman makes this quota, he goes on 
a trip. If not, he doesn’t. 


System Varies 


Point system to evaluate travel re- 
ward varies with each individual cam- 
paign, and is determined by the value 
the sales manager places on each item 
in the line, or goals to be achieved. 

Despite minor variations, the point 
system works equally well on distribu- 
tor, distributor-salesman, dealer, deal- 
er-salesman level — and on the sales 
supervisor, sales-clerk level in depart- 
ment stores and retail chains. 

Here’s one way it works on the 
distributor level: 

A certain number of points are 
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7s More and More Conventions Are Headed for 
uN LONG BEACH 25 = California 
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Top Hotels and Motels—Adjacent to Municipal Auditorium 


onvenient, rooms at sensible prices. 


Excellent Exhibit and Meeting Halls 


Ample booth space—nearly 100 meeting halls. 


Largest Auditorium in the West 


Especially designed to meet your needs. 


Convention and Trade Show Know-How 


Helpful experience gained from over 1000 shows. 


Fun—Around the Clock, Around the Year 


Night Clubs—Sports—Entertainment. 


Hundreds of Nearby Scenic and Recreational Advantages 


Disneyland—Marineland of the Pacific—Hollywood—Catalino—Knott's Berry 
Farm—Old Mexico—West's Finest Amusement Zone. 


Write now for more information 


Convention & Visitors Bureau 


Municipal Auditorium 


LONG BEACH, CALIFORNIA 
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Wesler T. Keenan, General Manager. Offices New York, 

Circle 7-7946; Chicago, WHitehall 4-7077; Cleveland, 

SUperior 1-0420; W OC, MEtrop 8-3492: 
Miami, 9-0103. 


get more 


“SELL” 


in your 


SALES 
MEETINGS 


conducive to concentration . . 

a location that guarantees 
maximum attendance . . . service 
that promises efficiency. 


The Berkeley's a quick-trip over 
the Super Highways from both 
New York and Philadelphia and 
offers complete facilities to han- 
dle meetings of 6 to conventions 
of 600. Wonderful social activities 
ot the hotel or in the vicinity. All 
dining and meeting rooms and 
many bedrooms air conditioned. 
For full information, write or phone 
Mr. Howard A. Heinsius, Sales Man- 
oger — PRospect 5-5000in Asbury 
Pork or WOrth 2-4018 in New York. 
HOTEL 


BERKELEY- CARTERET 


ON THE OCEAN AT ASBURY PARK, N. J. 
Only 54 fast miles from New York 


bh 
@ 


The Berkeley offers an atmosphere 


credited to every ftem in a line shipped 
by a manufacturer to a distributor. 
With these points known, the dis- 
tributor sets up a campaign for his 
own salesmen. For every 10 dealers 
qualified by these distributor sales- 
men, a trip is awarded to the distribu- 
tor salesman who qualified the dealers. 
Dealers qualify by earning points on 
the merchandise purchased from the 
distributor salesmen. This system per- 
mits the distributor to write his own 
“ground rules.” 


Retail Level 


On the department store or retail 
chain level, the point system works 
this way: 

Counter clerks may be awarded an 
arbitrary number of points based on 
each of the following: (1) being on 
time, (2) having their counters well 
stocked, (3) accurately balancing 
their sales slips with the cash register, 
(4+) being on the job every day. Sales 
supervisors qualify depending on the 
number of sales clerks who qualify 
under their jurisdiction. 

Great plus factor on the depart- 
ment store-retail chain level is that 
the point system culminating in a 
travel reward helps eliminate the 
turnover of help. A splendid week’s 
vacation, in addition to the time-off 
with pay that is his for working one 
full year, places the odds at two-to- 
one an employe will remain with 
company in order to possibly win this 
extra vacation. In the process, un- 
warranted absenteeism is virtually 
eliminated. 

Whatever the sales objective may 
be, it is extremely important that a 
travel incentive contest start off with 
a bang. This is accomplished with a 
kick-off meeting to end all kick-off 
meetings. There are two ways to ar- 
range the latter: 

1. A company can send sales teams 
across the country, to set up kick-off 
meetings in its territories. It is ad- 
visable to have these divergent meet- 
ings kicked off as nearly at the same 
time as possible so that the campaign 
may start on the same date every- 
where. This can be accomplished by 
shipping in advance all stage settings, 
promotional material, etc. 

2. Regional people, district people, 
or distributors can be brought to one 
spot for the kick-off meeting, after 
which they will return and kick off 
the campaign in their respective terri- 
tories. 

Whichever method is used, the 
kick-off meeting should be a colorful, 
persuasive affair, dramatically asso- 
ciating rewards and objectives. For 
example, let us assume that the travel 


award is going to be a seven-day vaca- 
tion in Hawaii. 

In order to impart a “you are 
there” atmosphere, the following 
props are added to what would other- 
wise be a work-a-day meeting room: 
motion pictures to describe the trip in 
color and sound; records of Hawaiian 
music ; United Air Lines stewardesses ; 
flower leis flown in from the Islands 
and Aloha shirts for all participants. 
All these help give the kick-off meet- 
ing its necessary “punch” and empha- 
size how much is to be gained by ac- 
complishing the campaign objectives. 

It’s important that selling people 
bring their wives to this kick-off meet- 
ing. A fashion show featuring attrac- 
tive clothing appropriate for wearing 
in the Islands, usually produced at no 
cost in conjunction with a local de- 
partment store, stimulates enthusiasm. 
But that isn’t the reason for having 
the wives attend the meeting. We 
want the wives to want to accompany 
their husbands to the vacation spot 
depicted. 

A salesman works harder when his 
wife can accompany him if he wins. 
His wife will see to it that he works 
harder, because she wants to go. 
Wives of salesmen can represent a 
selling force in the field aiding the 
sales manager right down the line. 


Distribute Material 


At kick-off meetings, have full de- 
tails and all promotional material 
printed and ready for immediate dis- 
tribution. This enables the partici- 
pants to take home the complete, col- 
orful story. 

How long should a campaign run? 
Again, as in the allocation of points, 
this is rule-of-thumb, depending on 
the local situation. Every sales man- 
ager knows from experience just how 
long he can keep a promotional cam- 
paign “hot.” 

To keep the campaign properly 
spaced, you must provide step-by-step 
stopwatch supervision. Our artists 
and copywriters prepare colorful pro- 
motional material to keep salesmen’s 
enthusiasm high. Each _ individual 
campaign has the makings of its own 
particular “pace.” We recommend 
that promotional pieces be sent to the 
salesman’s home rather than his office. 
This way, his wife is constantly stim- 
ulated and kept up to date on his 
progress. 

Ingredients for keeping a campaign 
“hot” are ready-made when the in- 
centive is an exciting vacation trip. 
A second honeymoon never fails to 
start out faster and hold its enthusiasm 
longer than any other form of incen- 
tive known. This is particularly true 
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When you meet and greet in 


CANADA 


Theuy 
. aS 


EDMONTON 


JASPER O MUSKOKA AREA 


LAURENTIANS 


BANFF — 
© / CALGARY WINNIPEG TORONTO MONTREAL 


° oe @ HALIFAX 
x QUEBEC 
LETHBRIDGE SOSTON 


DETROIT 
CHICAGO @ CLEVELAND 


NEW YORK 


© ATLANTIC CITY 


you I! appreciate T CA's speed and service 


The colourful cities and resorts of Express services by luxurious Super Con- Fly TCA — your quick, easy way TO 
Canada are just a few hours away — pres Montreal, Toronto, Winnip« g AND ACROSS ALL CANADA — now 
less than a day from any large U.S. city. and Vancouver. Services by Viscount — quicker, more convenient than ever! 
TCA directly serves New York, Boston, the world’s first turbo-prop airliner, intro- 


Cleveland, Detroit/Windsor, Chicago, duced to America by TCA — give fast, SPECIAL FARE REDUCTIONS AVAILABLE FOR 
Tampa-St. Petersburg, Seattle-Tacoma. smooth flying on inter-city routes, on GROUP TRAVEL 


Connecting TCA services wing you routes from the U.S.—on Canadian inter- cls Travel Agent or TCA Office in: Boston, 


. D : ( 19 leveland, Detroit/Windsor, Los Angeles 
swiftly east or west, clear across rans- peg ioc 
; across Canada. city and trans-Continental routes. , ttle, Tampa-St. Petersburg 


(ty) TRANS-CANADA Alk LINES 


Put PLEASURE on your program 


Choose GALVES: 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for 
swimming and sunning. Ul 

In addition to hotel meeting rooms, thé fak 
lous Pleasure Pier has 36,000 sq‘ fe¢ 
exhibit space and an air conditiongd 

room, ideal for meetings, banquets ghg 


AFFILIATED NATIONAL HOTELS 


ALABAMA TEXAS 
HOTEL ADMIRAL SEMMES .. HOTEL STEPHEN F. AUSTIN... 


Gatyez HOTEL 
Je W*LAFITTE HOTEL 
S-CORONADO COURT HOTEL 


HOTEL WASHINGTON 


tnot 
HOTEL CLAYPOOL 


NEBRASKA 
HOTEL PAXTON ......... : ; 

new HOTEL MENGER .... ; hg 
HOTEL CLOVIS ANGELES COURTS... . f oe 

SOUTH CAROLINA ¥ Wage 
HOTEL WADE HAMPTON.......Celumble Pe = " TED ~ T (@) 
revernewe A ATIONAL HOTELS 

NEW YORK—Murray Hill 66990 WASHINGTON—Executive 36481 ys a . 
CUCACO—ichowt 45068 cane Svea Television or radios in guest rooms 


COMPLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASURES. 
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A WORLD OF 
ENTERTAINMENT 


ong 


Dramatized Sales Presentations 
Anniversary Productions 
Concert Attractions 
Variety Shows 
Orchestras 


HOWARD LANIN 
MANAGEMENT, INC. 


NEW YORK PHILADELPHIA 


113 West 57th St. 1011 Suburban 
Sta. Bidg. 


The Dennis 


has recently completed an ex- 
tensive construction program 
resulting in an improved hotel 
entrance and Front Office as 
well as a new coffee shop and 
the FJORD ROOM — Atlantic 
City’s smartest cocktail bar. 
Dancing and_ entertainment 
nightly. 


We also offer 


- ++ 10 modern’ meeting 
rooms for 10 to 400 persons 


. « « Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 

. « - 500 im ulate, beauti 
fully appointed guest rooms, 
many with ocean view. Si 


from $8; doubles from $11 


Soil 


Boardwalk at Michigan Avenue 
ATLANTIC CITY 


in the case of the Plateau plan, where 
the salesman, by making a percentage 
of his quota within a given time, ac- 
tually wins a trip for himself and his 
wife, although he may not reach the 
peak and make or break quota. This 
is the particular spark sales managers 
need to stimulate the 75% of their 
sales personnel who do 25% of gross 
volume. 


Beyond all this there is another fact 
that today’s sales managers face (and 
they do it before setting a campaign 
in motion): It’s not enough to load 
their dealer organization with mer- 
chandise. Hand-in-hand with a suc- 
cessful travel incentive campaign must 
be a program that will assist the deal- 
er to move the merchandise into con- 
sumer channels. The End 


DEALERS VIEW Motorola 1956 line aboard TWA airliner over Los Angeles. 


Motorola Meeting Up in Air 


Dealers were “flying high’ — 12,000 ft. high — when Motorola, 
Inc., introduced its 1956 line of portable radios. Company hired a 
TWA Super Constellation and invited 60 Southern California ap- 
pliance dealers aboard for a two-hour viewing of Motorola products 


while cruising above Los Angeles. 


Invitations to the unique showing were telegraphed to dealers to 
stimulate interest. Response was reported good. 


At cruising altitude dealers were confronted with an angel (cur- 
vaceous model in abreviated costume, complete with halo and wings). 
Angel was soon busy passing out samples of new products being dis- 
cussed by J. B. “Kip” Anger, Motorola national sales manager. 

Anger concluded his sales talk with, “Gentlemen, there is your 
market,” while the plane was banked sharply for a closer look at 
Los Angeles. After landing dealers were taken to IT'WA’s Ambas- 
sador Club for a more detailed inspection of the radios. 

Dealers are reported enthusiastic about the showing. Spokesman 
for the group said, “It did something that never happened to me 


before—it got 100% of my attention.’ 
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Fly NATIONAL to your FLORIDA convention 


Tops in travel to the tops in meeting sites 


ey ae r\ The only 
ry lalate id, |} | -RADAR-SmooTH 
= } a ig er ae FLIGHTS 


to and from Florida! 


4 cond a 


. ¥ > —<e i 
ove: AIA (\Ssi * we DC-7B, DC-7R Stars— 
agi world’s fastest airliners 
PALM BEACH PiTTsBuRGH ~~ 4) ie world-famed luxury 
JACKSONVILLE wares nrtom +k Swift, luxurious DC-68 Stars 
SAN FRANCISCO HCH mOnet 


— TAMPA 
“ss... ST. PETERSBURG 


=—+* Economical club coaches 


=—* Fast, modern Convair-340's 
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eee eee antag, pats me Na NO-CHANGE-OF-PLANE 
= 1h o a WORTH” SS a * JACKSONVILLE SERVICE BETWEEN 
Tt raso™ a ce | FLORIDA 
va y, NEW ORLEANS and 
ve eel wae cane a TEXAS & CALIFORNIA 
\ oO 
FLY a American Airlines 
NATIONAL OD ortar ants 
— AIRLINE OF THE STARS In cooperation with Capital 


Airlines 


For additional information: Write or call Convention Manager, National Airlines, Inc., 3240 N.W. 27th Avenue, Miami, Florida 


eoastraess 90 
THE LARGEST RESORT OF ITS KIND IN THE WORLD! 


20 acres of luxury and tropical beauty from the Atlantic Ocean to Biscayne Bay 


eet 


Florida’s 
complete 


CONVENTION CITY ¢ 650 accommodations—hotel and motel rooms, apartments, villas 


e 2 dining rooms — cafeteria — snack bar e Convention hall seating 


1500 e 3 swimming pools e 2 cocktail lounges e Tennis courts, 


John M. Duff, Jr., 


Ginteved Monager putting greens, badminton, archery, shuffleboard e Yacht anchorage 


National Representatives and docks e Deep sea fishing fleet 


William P. Wolf, Assoc. e FREE PARKING on premises for 800 cars 
19400 COLLINS AVENUE, MIAMI BEACH 41, FLORIDA 
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Who'd pay so much 
to attend a 
one-day session? 


What do they get 
that makes them 
come back? 


How much does 
Esquire make on 
this promotion? 


OSCAR E. SCHOEFFLER, Esquire’s fashion director, discusses styles, noted on round-the-world trips, 


with magazine's executive staff. This creative meeting produces thematic promotions for forum. 


Secrets of “Esquire’s’ $100 Forum 


Men’s fashions for the jet age — 
“The Jet Is Yet to Come” — plus 
what the style-wise man will wear in 
1956, will be unfolded for manufac- 
turers and retailers at a one-day ses- 
sion ($100 admission) staged by Es- 
quire. Esquire and its Apparel Arts 
magazine will attract over 400 at its 
Fashion Forum on April 10 in New 
York City. 

What Esquire does to make a ses- 
sion worth $100 to marketers in men’s 
apparel and how it merchandises a 
meeting are lessons in meeting plan- 
ning. 

Fashion Forum as developed by 
Esquire is not a fashion show as you 
normally think of one. “Fashion 
shows can be pretty deadly,” explains 
Sam Ferber, Esquire’s promotion di- 
rector, “and male models are hardly 
an attraction.” Instead, the forum is 
a Broadway production with each 
musical number centered around a 
merchandising theme. 

At a regular fashion show, visitors 
see new styles in clothing. At Es- 
quire’s forum they see new styles and 
trends, but, more important to visi- 
tors, they learn what to do with what 
they've seen. “The forum shows 
manufacturers long-range trends and 
shows retailers what to buy and how 
to merchandise it,”’ says Ferber. 

Esquire has a five-point formula 
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for its annual forum. To produce a 
successful forum, it first must isolate 
promising fashion trends. Then each 
trend must be given a name. The 
name is then tied to a marketing and 
merchandising theme. Music is next 
developed around each theme, and a 
complete take-home package is pro- 
duced. This package offers sample 
advertising and promotional material 
to use to sell the new trends to the 
American male. 


World-Wide Trend 


To discover and distill apparel 
trends, Oscar E. Schoeffler, fashion 
editor, makes three trips a year around 
the world. He notes what is being 
worn at the world’s most fashionable 
spots. He examines new designs and 
fabrics being turned out by foreign 
stylists. 

From his mountain of notes and 
sketches, Schoeffler picks out about a 
half dozen important trends. Back 
home, a creative meeting is held with 
Arnold Gingrich, publisher; Frederic 
A. Birmingham, editor; Theodore M. 
Kaufman, account executive, Grey 
Advertising Agency ; staff editors and 
Ferber. Big job for this meeting is 
to name each trend and create a mer- 
chandisable theme around each. 


For instance, one year a_ trend 
toward combined use of red and black 
was noted. The creative meeting 
turned up the identifying name for 
this trend: roulette. A roulette wheel 
with its black and red numbers gave 
many associated ideas for advertising 
art, point-of-purchase display and 
copy approaches. 

After a theme is developed for each 
trend, Broadway showman Michael 
Brown is called in to produce the 
Fashion Forum presentation. He 
writes original music and _ lyrics 
around each trend, casts models, sing- 
ers and dancers and directs the show. 

Entertainment is the keynote for 
presentation of fashion ideas. Presen 
tations are light, designed to set mood. 
Visitors do not have to take notes on 
the styles nor do they have to memo- 
rize thematic titles. A take-home kit 
supplies everything they need. 

One year the kit was in the form 
of a file box with a file folder on each 
trend. Original sketches, swatches of 
material, sample advertising layouts, 
advertising copy and window display 
ideas were included. For this month’s 
forum, a bound book will be given to 
each attendee. The book, like its 
predecessors, will offer a complete 
merchandising program for men’s 
fashions. 

Cost to Esquire for the book is ap- 
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proximately $38 each. This is physi- 
cal cost and does not include time and 
talent of the staff to create the mate- 
rial that goes into it. Only those who 
attend the Fashion Forum get a copy. 
Because of its limited distribution, it 
is highly treasured. 


Basic Aim 


“Our basic aim,” says Ferber about 
the forum and associated endeavors, “‘is 
to create obsolescense in men’s wear 
through marked fashion changes.” To 
offer the “changes” at its forum, 
Esquire presents some original ideas, 
some copies of foreign trends, and 
some adaptations of foreign ideas 
styled to American tastes. 

Every garment in the forum show 
is made especially for it and Esquire 
pays the manufacturers for producing 
the items — everything from shoes to 
overcoats. Clothes are made two 
months before the forum in April and 
great secrecy is attached to the entire 
forum presentation. (Spies tell us, 
however, that this month’s forum will 
feature the reappearance of four-but- 
ton double-breasted suits, emphasis 
on checks and plaids, and fabric blends 
that have a glow.) 

The jet age presentation at this 
year’s forum is an attempt to lengthen 
the range of men’s clothing marketers 
from a year-to-year style conspicous- 
ness to the big future. ‘Supersonic 
thinking” about clothes 50 or 100 
years hence will be offered experi 
mentally and is the first time the 
forum has attempted to reach beyond 
current marketing possibilities. 

Songs and dance numbers are a 
companied by commentaries on trends. 
Most of this copy is written by Editor 
Birmingham and Richard Lang, asso- 
ciate fashion editor. All commenta- 
tors are members of the Esquire staff. 
“We don’t want professional voices,” 
explains Ferber, “‘because untrained 
speakers have more impact and more 
immediacy in presenting new and 
exciting ideas to trade people.” 


Details Creep In 


Originally, all forum programs were 
supposed to be handled by outside 
talent, but more and more forum de- 
tails kept creeping into the Esquire 
office, Ferber reveals. “Now more is 
done on the insi 
side.” 

Scenery is not important to forum 


de than on the out 


shows. Small pieces are used as sym- 
bols. For instance, a small Christmas 
tree and white vertical panels may be 
all that is used for background in a 
Yule presentation. 
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“TRAVEL 


SCENERY IS SIMPLE. "At Home for the Holidays" sequence preceded Christmas gift 


and formal wear presentation. Many tunes have "hit" quality—lyrics, music are original. 


me ieee 
Wily 


) 


FENCING TEAM appeared last year as preface to presentation of sportswear fashions. 
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YOU'LL GET 


GREATER ATTENDANCE 


AT FLORIDA’S 


GREAT CONVENTION CITY 


DAYTONA 
BEACH 


*% Convention Planning “Know How.” 


*% Tropical Resort Relaxation. 


*% Hotels and Apartments for 40,000. 
% Meeting Rooms for 50 to 1000. 


*® Air-conditioned Auditorium Seating 
2,500 ... With Exhibit Space. 


DAYTONA BEACH RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA = PORT ORANGE 


poe eee Te ee 


PETER NILES, Executive Director 
CONVENTION BUREAU, 533 SEABREEZE BLVD. 
DAYTONA BEACH, FLORIDA 
Or CALL COLLECT 2-0461 
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DALLAS’ LEADING 
CONVENTON HOTEL 
Completely Air Conditioned § 1,250 Rooms 
2 Restaurants 
Motor Lobby 


Now open - 


600-Car 
Connecting Garage 


Guest Room Television 
Family Rate Plan 


12 Meeting Rooms for 
groups of 12 to 1,200 


Write for 


Professional models are hired in 
January for the April show. They 
have to be hired early in order to have 
their clothing sizes in the hands of 
manufacturers who must make the 
forum garments. After they are hired, 
Esquire keeps its fingers crossed — 
hoping models will be available three 
months hence when show goes on and 
not picked up in the meantime for a 
bigger job that will keep them out 
of the forum. 

‘Twenty-five models and a cast of 
10 performers, plus a four-piece music 
combo, complete the entertainment 
personnel requirements. They are 
used as spot entertainers to portray 
fashion themes and not as a complete 
musical show. 

Handled in segments, the forum 
presents fashions that reflect the move- 
ment to the suburbs, clothes for active 
sportsmen and spectators, resort and 
travel fashions, formal clothing, shoes 
and accessories, high fashion and 
men’s wear in the future. From 9:30 
1M until 5 pM, the forum races along 
at a rapid pace. 

There are two Coke breaks during 
the performance (10:30 and 3:15) 
and a two-hour luncheon. The meal, 
take-home book and stage perform 
ance are all included in the $100 ad- 
mission fee. 


Seek Agency People 


If more than one member of a com- 
pany attends the forum, a $50 admis- 
sion fee is charged each additional 
company representative. For the first 
time, this year’s forum has promoted 
attendance of advertising agency peo 
ple (at $50 a head). “Every agency 
that handles accounts where fashion 
is important automobile manufac- 
turers, for instance should find the 
forum important in their future 
plans,” says Ferber. ‘Because ads are 
prepared long in advance, agency peo- 
ple ought to know what fashion-right 
men are going to be wearing in the 
future. A man pictured in 
car shouldn’t be wearing a 
suit.” 

Each Fashion Forum usually has 
one special, unannounced feature. 
Last year the U.S. Olympic fencing 
team performed. In 1954 a trick- 
shot golfer was presented. The year 
before, trained dogs were put through 
their paces. This year’s special pres- 
entation is still secret. These “‘spe- 
cials” appear in the afternoon when 
sportswear are featured. 

In addition to live talent, films are 
used. ‘They may be motion pictures 
or slides. Men’s jewelry, hose and 
shoes generally are presented in color 
slides because the actual items are too 


small to be seen in an audience of over 
400. 

One segment of a forum is devoted 
to high fashion. While these fashions 
represent a small dollar volume for 
manufacturers and retailers, still their 
existence in a line adds fashion excite- 
ment to the entire line. “A man might 
not buy a new Italian styled shirt he 
seems in a window, but this high 
fashion might prompt him to shop in 
the store that is awake to the latest 
fashions,” Ferber points out. “We 
try to get this across to both manu- 
facturers and retailers.” 


No Two Alike 


Forums are nothing if not differ 
ent. “No two are alike,” says Ferber. 
Seating arrangements change to fit 
different auditoriums. Last year the 
stage was in the middle of the room. 
(Inside information indicates it will 
be in a this 


conventional position 


year. ) 
Attention promotion for Fashion 


Forum is clever but not expensive. 
One promotion piece this year is a 
four-page flyer (10” x 13”) printed 
in black on pale yellow stock. It con 
sists mainly of rough sketches of men’s 
apparel with handwritten comments 
to point out features. On the back 
Fashion Editor 
Schoefller and a small swatch of new 
fabric. 

One promotion was a 
postcard mailed by Schoefler from 
Paris and another from Rome. In 
these personalized cards he 
hints of the ideas he is to bring back 
for the forum. 

Advertisements and stories in 4 p- 
parel Arts, Esquire’s magazine for 
the trade, promotes attendance and 
is backed by a publicity campaign by 
the magazine’s public relations agency, 
The Roy Bernard Co. 

Esquire salesmen promote forum 
attendance through their contacts. All 
salesmen are on hand during the 
They attend a sales meeting 
in advance of the forum (“forum 
week”) and are briefed to take full 
advantage of their opportunity to see 
important trade people in attendance. 

According to Ferber, Esquire spends 
approximately 12% of its forum 
budget to promote attendance. It 
strives for quality rather than quan- 
tity. 

One effective attendance promotion 
campaign involves forum _at- 
tendees. Esquire invites one manu- 
facturer to write a letter to other 
manufacturers to tell them about how 
important the forum is to him and 
the industry. Esquire pays the costs 
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World’s largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 
10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 
for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 


at popular prices. 


UNSURPASSED FACILITIES FOR FUN AND RELAXATION 

14 acres of oceanfront luxury—1000 foot private 

beach and Olympic swimming pool — Cabana Club 
4 cocktail lounges — exclusive shops — La Ronde 


Supper Club — Yacht Basin — 565 luxurious rooms. . 


For information write or wire 
JACK M. SLONE, Director of Sales 


ontainebleau 


OCEANFRONT, 44th TO 48th STREETS ¢ MIAMI BEACH 


© D> Se Big BS 
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“Host to the Nation’ and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 


in each. Address Convention Dept., Affiliated National 
Hotels, P. 0. Box 59, Galveston, Texas, or call Galveston 5-8536 


New Orleans Sam Antonio, Tex. 
JUNG HOTEL MENGER HOTEL 


Norfolk, Va Omahe 
MONTICELLO HOTEL PAXTON HOTEL 


Dallas, Tex. Columbia, S. C \ \: : 
BAKER HOTEL WADE HAMPTON HOTEL VW 


.) 


Birmingham, Ala an Angel Tex 
THOMAS JEFFERSON HOTEL CACTUS HOTEL 
Laredo, Tex. Beaumont, Tex. a. 
PLAZA HOTEL EDSON HOTEL ig 
Washington, D. ¢ Lust 
WASHINGTON ‘HOTEL STEPHEN F 


El Paso, Tex. Mobile, Ala. 
CORTEZ HOTEL ADMIRAL SEMMES HOTEL 
] 


Galveston, Tex Lubbock, Tex. 


GALVEZ HOTEL LUBBOCK HOTEL 
BUCCANEER HOTEL 


ex New Orleans—DeSoto Hotel Clovis, N. M.—Clovis Hotel Dallas, Tex.—Travis Hotel 
Other Affiliated | Marjin, Tex.—Falls Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronado Court 
National Hotels Hotel, Miramar Courts San Antonio, Tex.—Angeles Courts 
Mountain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 
New York—Murray Hill 66990 Washington—Executive 36481 
Chicago—Mohawk 45100 Mexico City—10-48-00 
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ALL-ON-ONE-FLOOR 


Convention 
Facilities 


Not only Air Conditioned 
meeting rooms to accom- 
modate all size groups from 
10 to 600 but facilities for 
your entire program activi- 


of the mailing, but the letter is the 
manufacturer’s and it is on his sta- 
tionery. The same technique is used, 
with a retailer who writes to other 
retailers. 

At $100 for each company repre- 
sentative at the forum, does Esquire 
make money on its annual meeting for 
the trade? “We're looking forward 
to the day we can get our annual 
forum deficit down to $15,000,” Fer- 
ber reveals. ‘We anticipate a deficit 
and consider the investment valuable 
to us and the entire men’s apparel in- 
dustry. The forum is our greatest 
promotional effort.”’ 

While growing attendance is an 
indication of success, Esquire bases 
productivity of its forum on resultant 
advertising, store windows and inte- 


riors that reflect forum ideas. Ads by 
retailers are carefully examined all 
year to see how much forum thematic 
merchandising is being used. Esquire 
carefully notes, too, how many manu- 
facturers are copying forum apparel 
ideas. 

Esquire doesn’t want an exclusive 
on its forum fashions. Whole pro- 
motion is to get manufacturers to bor- 
row the ideas liberally — to make 
fashion in men’s clothing as dynamic 
as it has become with women’s fash- 
ions. Obsolescense through style 
change is the big hope for the men’s 
apparel industry, and Esquire’s Fash- 
ion Forum is the big needle to move 
the trade to acceptance and use of this 
marketing fact of life. 

The End 


ties to be held all-on-one- 
floor. Centrally located — 
noise free—no traffic con- 
gestion upon arrival or de- 
parture and 2 Acres of 
Adjacent Free Parking. 


“TEFFERSON 


RICHMOND, VA. 


REMOVE TINFOIL. TWIST BOTTLE SLOWLY. NEVER FORCE OFF CORK. 


THE MIAMI BEACH HOTEL THAT 
SPECIALIZES IN CONVENTION 
“KNOW-HOW” 


Twist Bottle, Not Cork! 


If you ever plan to serve champagne to add a luxury touch to your 
hospitality suite, there’s a dramatic and correct way to do it. Cham- 
pagne Producers of France offer this information and advice: 

When ordering champagne decide between vintage and non-vintage 
wines. Vintage champagne is a wine of a particular year. Non- 
vintage wine is a blend of the production of various years. Non- 
vintage champagne is cheaper, but many blends are considered excel- 
lent by wine experts. 

Sizes available in the United States range from the split (6 oz.) 
to the Jereboam (104 oz.). Size you choose will depend on number 
of guests and how much you want to spend. 

Your hotel will store your wine properly. It’s interesting to note 
that champagne is always stored on its side to keep the cork moist. 
Wet cork expands and keeps the bubbles inside the bottle. Be sure 
champagne is chilled about three hours before serving. 

Write Direct to: Technique for opening the champaigne is important. Unless it’s 
MacSpeiden done carefully, wine can fizz up and spill all over the place. 

ee aeee Remove the tinfoil and place the bottle on a table. Keep your 

come dations thumb on the cork as you loosen the wire to be sure cork doesn’t 
Complete Accomme 


pop off. 
from 10 to 500 people 


When the wire is loose, hold the bottle in one hand and grasp the 


cork with the other. Now, twist the bottle away from the cork. Twist 
the bottle, not the cork! If you’re careful, you’ll get only a quiet, 
well-mannered “pop” and your wine will be ready for serving. 
Champagne etiquette forbids covering the bottle with a towel, for 
oot * CABANA CLUB this implies the host is ashamed of the brand. Instead, the bottle is 
wiped dry in full view of the guests. 
Pour the champagne slowly, filling each glass only half way. Wine 
then stays cool and bubbly until it is drunk. 
Glass is always held by the stem to avoid warming the wine. Sniff 
the bouquet before drinking and then sip the champagne — slowly. 


HOTEL © P 

< AN 
=-> ON THE OCE 

a. t+ AT 65th ST. 

H + FLORIDA 


He 
MIAMI BEAC 
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AT LAST! A BUILDING EXPRESSLY DESIGNED FOR TRADE SHOWS 


Yew York 


KRADE SHOW 
oe BUI LYDiI nN Ga 


NM 
cor apItlONe? EIGHTH AVENUE AT 35th STREET 


AIR COND! 


M 4 floors—200 rooms Tunnel to Penn Station 

M 1 open floor of 18,000 square feet M Adequate facilities 

M Fully air-conditioned M Restaurant & Beverage facilities—room service 
M Acoustical ceilings M Free tables, shelving, racks 

M 5S hi-speed eievators plus heavy duty freight lift !@ Spotlights—special peg-board display walls 
M Modern lighting equipment M No gratuities for service 

M Crew of experienced personnel M Nearly 5,000 hotel rooms adjacent 

M 8th Avenue, 35th to 36th Streets M Center of Show Area 


FOR Write: Duane W. Carlton, New York Trade Show Building, 
INFORMATION 500 Eighth Avenue, New York 1, N. Y. * LOngacre 5-7800 


make your convention ry 

a personal triumph! B/G 
IG 
You'll get credit for planning the most successful convention in the history of your organization, \s : 
if you hold it at the Hollywood Beach Hotel and Country Club. ) 


} Physically, it is the most efficient, the most completely equipped, the most luxurious convention C 
y headquarters in America. And, from the moment you indicate your interest, the experienced staff *‘ 
of the Hollywood Beach Hotel gives you expert, individualized help in integrating every detail 
of your convention program. 


@ 45,000 sq. ft. of meeting and dining rooms on one floor 
e New Mayfair Room to accommodate 2,000 at meetings, 


@ Nightclub lounges, T.V. rooms and 
complete cinemascope theatre 
e@ Completely air-conditioned, refurnished, redecorated 
@ 1,000 ft. of private beach, olympic pool and cabana colony 
@ 18-hole championship golf course, 4 tennis courts 
e@ Complete social! and activities staff, 
plus a complete inventory of meeting necessities 


by ‘ YY. GET THE FACTS, THEN DECIDE. at eae 
Uywood Peach Otel This FREE BOOK will help you x AS 
Includes blue prints, full-color a ne 


AND COUNTRY CLUB photographs of facilities, list of 


o -OV-THE-SEA 1% PLORIDA equipment. Write for it today 


N. Y. Office: 502 Park Avenue, MU 8-6667, TWX New York 1-3722 JOHN W. TYLER, Manager r 
Chicago Office: 612 N. Michigan Avenue, Room 202, SU 7-1563 JOHN F. MONAHAN, General Sales Manager 


Ie 


YY 
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new 


BELLEVUE-STRATFORD 


FOR YOUR CONVENTION ! 


A completely 


n os: W modernized hotel 


awaits your meeting. New show case 
entrances, new lobby. 700 
redecorated rooms, television 
and radio. 


Air conditioned 7 
from top to bottom, n ew 
including meeting rooms, bedrooms, 
and all public space. 


Three delightful restaurants. 
Spectacular new Stratford Garden, 
redecorated Hunt Room and Coffee 
Shop. New Viennese 
Cocktail Lounge. 


New meeting rooms rT 
alhis of new 
handling from 10 to 2000 persons. 
Every possible facility for your 
group's needs. 


An experienced 


) rs 
ne W and augmented staff 


takes care of every detail. You'll 

find we have set new standards 
in cooperation. 

All these new benefits await your 


group at the most convenient 
location in Philadelphia! 


Stratford 


Broad Street at Walnut 
Philadelphia 2, Pa. 


wr 


BARRY CONTROLS’ booth at Production Engineering Show told story of its mounts 


in use by exhibitors at companion Machine Tool Show. Forty-two exhibitors used them. 


Ingenuity Multiplies 
Exhibit Impact 


Barry Controls, Inc., had no exhibit at Machine Tool Show 
but had 42 exhibit exposures for its product through co-op- 


erative program tied to complete promotional campaign. 


“Greatest Machine Tool Show 
ever held in this country,” according 
to industry experts, turned out to be 
a successful promotion and sales tool 
for Barry Controls Inc., Watertown, 
Mass.—and Barry wasn’t even an 
exhibitor at the show, 

A well-timed and carefully planned 
program of pre-show mailings and 
trade advertising, tie-in displays and 
demonstrations at the show, and a 
follow-up mailing to approximately 
40,000 key executives, put the name 
of Barry products, a complete line of 
industrial shock and vibration isola- 
tion equipment in the limelight. 

As long as six months before the 
show, which took place in Chicago 
during September, Barry approached 
the nation’s leading manufacturers 
of machine tools, and offered them 
the use of Barry Leveling Mounts 
for their show equipment. Barry 
management felt that the Machine 


Tool Show was occurring at just 
the right point in the sales develop- 
ment of its product—which has been 
on the market about two years—to 
warrant an all-out promotional effort 
and budget. 

Direct mail approach was by per- 
sonal letter and was followed up by 
direct contact with machine tool pro- 
ducers. Barry stressed the advan- 
tages to be gained by manufacturers 
if they used the mounts. Theme of 
this phase of the program was that 
“Barry mounts will enable you to 
show your prized equipment at its 
best.”’ 

As a result of this all-out effort, 
4? of the nation’s leading manufactur- 
ers of machine tools agreed to mount 
their show pieces on Barrymounts for 
the Chicago gathering. Simultane- 
ously with the Machine Tool Show, 
Barry occupied a booth to show off 
its leveling and shock vibration 
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HUGE PRESS, 75 tons, in Bliss booth, helped 


to tell Barry's story. Press was on Barry mounts. 


mounts at the concurrent exposition, 
Production Engineering Show, also 
being held in Chicago. In reality, 
Barry had 43 exhibits in the Chi- 
cago area—the company booth and 
the 42 cooperating manutacturers. 


Specific Advantages 


Pre-show campaign stressed sev- 
eral main points—each of which was 
a specific advantage to the company 
with Barry-mounted machines. In 
the confines of the auditorium, all 
types of machinery would be operat- 
ing in close proximity to one another. 
This presented serious shock and vi- 
bration problems to many operators. 
A precision lathe, operating in a space 
next to a giant punch press could 
easily have tolerances upset, if not 
protected from shock, Poor perform- 
ance at the Machine Tool Show, held 
only every five years, could be dis- 
astrous to a manufacturer. Barry 
mounts would enable operations to be 
carried out to the best ability of ‘the 
machine, unhindered by shock and 
vibration. 

Installation was another important 
factor. Speed and efficient installa- 
tion had to be achieved if the ex- 
hibitors were to gain full benefit 
from the show. Machines on Barry 
mounts could be easily moved onto 
the show floor, leveled and readied 
for operation in a matter of minutes. 
Floors did not have to be torn up 
or bored into to anchor machines— 
and in the case of heavy impact ma- 
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for your next convention 


olin: 

Give your group a change of scenery 
and a fresh approach to business. Dis- 
tance lends enchantment to everyday 
problems and projects . . . and the com- 
bination of business and pleasure travel 
in a foreign country assures the success 
of your meeting. 


consider 


With eight great, truly modern hotels in 
Latin America, INTERCONTINENTAL 
HOTELS CORPORATION offers the 
finest of facilities for conventions, in- 
centive groups, executive and sales 
meetings and our hotel accommoda- 
tions are second to none. 

For the full IHC Convention story 

please phone or write Sales and 

Convention offices: 


INTERCONTINENTAL HOTELS 
Coporadion, 


Chrysler Building, New York 17, N. Y. * STillwell 6-5858 


Miami Office: Roper Building, Miami, Florida * Miami 9-7612 


* 

Santiago, Chile 
HOTEL CARRERA 
Maracaibo, Venezuela 
HOTEL DEL LAGO 
Belém, Parad, Brasil 
HOTEL GRANDE 
Havana, Cuba 
HOTEL NACIONAL de CUBA 
Mexico City, Mexico 
HOTEL REFORMA 
Caracas, Venezuela 
HOTEL TAMANACO 
Bogota, Colombia 
HOTEL TEQUENDAMA 
Montevideo, Uruguay 
HOTEL VICTORIA PLAZA 


* 


Hotel Carrera 


Now Under Construction: 
Curacao, N. W. I. 
EL CURACAO 
El Salvador 
EL SALVADOR 
Sco Paulo, Brasil 
HOTEL COPAN 


Hotel Nacional de Cuba 


Hotel Reforma 


PRs 
oer 
— =, 


&, 


Hotel Tequendama 


Hotel Victoria Plaza 


chines, all “walking” was eliminated 
by the mounts. 

Not being bolted or anchored, the 
machine layout was extremely flex- 
ible. Not only was this important 
at the show, but machine mobility 
is stressed -in all Barry literature 
as a key to more efficient production. 
Machine mobility means that produc- 
tion lines can be revamped and ma- 
chines can be sent to repair areas— 
with little or no loss of production 
time. 

Among the machines at the show 
which utilized the Barry mounts was 


ce 


a 200-ton press, weighing approxi- 
mately 44,000 pounds, which stamped 
out large metal trays throughout the 
show—and didn’t “walk” an inch; 
and a 9000-pound surface grinder 
with a reciprocating table thrust of 
150 feet a minute and with toler- 
ances of down to .0002—which also 
stayed “put,” and on which instal- 
lation time was cut, by about 80% 
from standard floor lagging tech- 
niques. 

All of these benefits apply to the 
in-plant user of Barry mounts in the 
same way they worked for the ma- 


.. . there’s a convention in your future at the 4-Most Hotels!” 


Sooner or later you'll be coming to a convention at the Saxony, 
the Sans Souci, the Sea Isle, and the Seville. These are the 4-Most 
Convention Hotels located side by side on the Atlantic Ocean, 


offering the most complete convention facilities to be found 


anywhere. Lavish luxury, complete unlimited facilities for business 


sessions and meetings large and small. . 


. and the same 


incomparable service is yours, which sets these hotels apart 


as the top winter resort hotels on Miami Beach. 


The 4-Most Convention Hotel Group offers 1050 luxurious bedrooms, 


19 meeting rooms seating from 50 to 600, plus an auditorium at 


The Seville accommodating 1750... banquet rooms seating up to 


1500, outdoor banquet facilities for 1500... 


with dancing and shows nightly 


. «+ 9 cocktail bars . 


...4 coffee shops... 


3 famous nightclubs 


9 dining rooms 


. . 4 Olympic pools all with cabanas... 


and 1200 feet of private ocean beach. Convention-trained personnel. 


Every function personally supervised. European, American, or 


Modified American plans optional. All completely air-conditioned. 


Competitiv e rates. 


mil 


CONVENTION HOTEL 


SAXONY 
SANS SOUCI 
SEA ISLE 
SEVILLE 


GROUP 


Inquiries to: Dick Frey, General Sales Manager, 2901 Collins Avenue, Miami Beach, Florida 
In Washington Phone: EX 3-6481 « In Chicago Phone: MO 4-5100 


chine tool manufacturers. This was 
the sales theme for strong promotion 
during and after the show. 


Brand Identification 


To accomplish this, once the man- 
ufacturers had agreed to use the 
mounts, Barry was faced with an- 
other significant problem—a problem 
of brand identification. This is a 
problem which might arise in any 
“tie-in” situation at a trade show. 
Show management had decreed that 
all accessory equipment, such as the 
mounts, had to be painted a plain 
grey and could bear no brand names. 
This was contrasted to ordinary 
bright yellow which had made Barry 
mounts stand out in many machine 
shops. A plan to have all equipment 
on Barry mounts labeled with a red 
arrow also was vetoed by the show 
officials. 

However, Barry was able to take 
certain steps which assured its hav- 
ing product recognition. First,: the 
Barry booth at the Production En- 
gineering Show featured an operative 
punch press on Barry mounts, with 
a giant red arrow across the center 
panel of the booth pointing to the 
mounts and stating “At the Tool 


The RIGHT Hotel... 


in a Great 
Convention City! 


Ritz- | 
f{arlton 


ON THE BOARDWALK 
ATLANTIC CITY 


Nearest boardwalk 

hotel to Convention 

Hall. Complete convention 
facilities for up to 600 
persons on one 

floor. Famous 
Merry-Go-Round 

Lounge. All suites 

and bedrooms 

ocean view. 


Special Sales 
Meetings and 
Convention Rates 


from +6 


SINGLE 


$8 


DOUBLE 


Write, or phone 
Atlantic City 4-3051 
Michael T. McGarry 
Vice President 


an 
General Manager 
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Show, Wherever You See This— 
It’s a Barry Mount!” 

A special Barry Mount Guide to 
the Machine Tool Show” was print- 
ed and widely distributed at both 
shows. ‘This brochure listed all of 
the companies using the mounts— 
what machines they were being used 
on, and told where the booths could 
be found. 


Sales Literature 


Barry sales literature and spec 
sheets were supplied to each coop- 
erating manufacturer for distribu- 
tion. Manufacturers later reported 
that they were constantly plied with 
questions concerning the mounts. 

\s a final step to the effort, Barry 
sales engineers were made available 
to manufacturers’ booths to answer 
the more technical questions. 

To complete the tie-in with the 
Machine ‘Tool Show, Barry took 
pictures of each exhibit at the show 
that used Barry mounts—and then 
decorated its booth at the Produc- 
tion Engineering Show with the 
photographs, Barry personnel were 
then able to refer to a specific ex- 
hibit at the other show when dis- 
a particular piece of equip- 


cussing 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


CONVENTION BUREAU 


LAS VEGAS 


NEVADA 
CHAMBER OF COMMERCE 


* * 
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ment—and were able to show visitors 
how mounts were being applied. 

Aside from actual operations on 
the show floor, Barry called atten- 
tion to its campaign through a series 
of advertisements placed in important 
metal-working publications prior to 
and during the show. These ads, 
featuring a blow-up of the mounts in- 
stalled on a piece of heavy precision 
equipment, listed some of the lead- 
ing manufacturers who would be us- 
ing the mounts—and pictured their 
trademarks. 


Following the Machine Tool 
Show, Barry prepared a “broadside” 
mailing piece based on the theme that 
“42 machine tool builders agreed at 
the Chicago Machine Tool Show 
that . . . self-leveling Barry mounts 
make machines mobile, yet cushion 
vibration!” This piece went out to 
the basic list of 40,000 metal-work- 
ing industry executives, to describe 
with both text and pictures the ac- 
tual installation at the show. Each 
mailing piece contained the name of 
the Barry distributor in the area of 


New FAIRBANKS-MORSE Self-Pack 
solves giant cutaway exhibit problem 


@ FAIRBANKS - MORSE = @ 


OPPOSED PISTON 
DIESEL ENGINE 


CYCLE OF EVENTS 


FLEXIBLE—This self-pack exhibit, 8’ high x 9'6” wide when 
open, has color photo cross-section of opposed piston engine 
with moving pistons and revolving wheel behind piston cylinder 
in different colors, depicting fresh air, fuel injection, ignition, etc. 
Action is synchronized with “Cycle of Events” copy at left, 
where numbers light up. A push button actuates sound story. 


Compare with huge cutaway at right. 


Fairbanks, Morse & Co. wanted to feature the advantages of 
their opposed piston diesel engines—having marine, locomotive 
and stationary engine applications—at related national trade 
shows and regional meetings. They have a handsome cutaway 
section but it weighs 4,500 Ibs., is 7’ high x 4’ square and the 
costs of shipping and handling it are excessive. 


The ANSWER to this problem is the animated, self-pack exhibit shown above. Already 
used at five shows in six weeks, district sales managers are clamoring for it and a second 


exhibit may be required to fill the demand. 


If you have an exhibit-sales problem, let us recommend a solution. 


Ss 
() eneral exhibits and displays, ine. 


( 2100 N. RACINE AVE. « CHICAGO 14, 1LL. » PHONE: EASTGATE 7-0100 


the addressee for further informa- 
tion. 

the oll ) Use of the Machine Tool Show as 

, a “working exhibit” of a product is 

MIAMI'S SKY-HIGH SON a prime example of how an accessory 


CONVENTION HEADQUARTERS rS manufacturer, in almost any field, 


ote can take full advantage of a trade 
: show’s promotional potential through 
The Friendly Hotel ATLANTIC CITY, W. J. x, P 9 


a careful and thorough plan which 


4 slits offers benefits to the user of the com- 
Outstanding Facilities at Reg sadly ‘he nd 
at Sensible Prices 
lf you plan to hold a convention or sales 
meeting in Atlantic City, it will pay te 
Investigate the facilities at the Jefferson 
. . « Atlantic City's leading moderately 


: . priced hotel. Famous for its excellent How Lunn Execs 
(A HERITAGE HOTEL) cuisine and outstanding facilities, the 


: Jefferson's completely trained convention Keep Up-to-Date 
where you'll meet with success staff Is your assurance of a most success- 


and find time for fun, too! 7 enemy Problem of keeping executives up 
@ UNEXCELLED LOCATION to date on company plans and indus 
e 3 meeting rooms for —in the heart of the resort, try developments is being tackled by 

groups of 100 to 800 convenient to railroad and thly seminars at Lunn Laminates, 
e Banquet facilities for bus terminal. Huntington Station, N. Y. 

up to 350 BANQUET ROOM — seat- ing abreast of new develop- 
e Public Address and Movie ing 1230 persons. nents poses a special problem in the 

Projection Systems SEPARATE MEETING rapidly expanding plastics industry. 
e Public Relations Counsel ROOMS accommodating 35 “Routing magazines and newspapers 
e 250 rooms, beautifully to 350 persons. to key personnel solves only part 

appointed, each with @ EXHIBIT SPACE of over he difficulty,” says president - 

bath and radio 13,000 square feet. S. Lunn. Many of them are 
e Cocktail Lounge— @ SOUNDPROOF, AIR-CON- ar + know what to read 

Coffee Shop DITIONED auditorium. t the informa 
468 COMFORTABLE 
A 100% GREETER HOTEL ROOMS in the Jefferson 
and its sister hotels. 


4 Ideally located in the heart of ry 
i | downtown Miami—directly opposite Sa ge il STAFF to 
Es the beautiful Bayfront Auditorium handle all details. ; 

and famed Pier 5 fishing fleet. fer senetete Gtete ond, tnfecmation e halt of on is devoted t 

ags, wi ° company exec ives n pe- 

telephone ; Charles "A. Fetter, General i pony enecutv ' 
For full details. Raa Manager. sroblems of their departments. 
write to : _ 
JERRY PAULDING 
General Manager 


- ’ © expand upon various nts 
BINGHAM HARK § ' ict Ls 
Resident Manager hie z a o understand the subjects under 


n ang answer period to 


he meeting and offers 8n oppor- 


according to Lunn. 


ON BEAUTIFUL BISCAYNE BAY 


500 BISCAYNE BLVD., MIAMI, FLORIDA 


Jefferson Auditorium 


ne PIN-ONS FOR PROFIT 

wae ote HAWAIIAN WOODROSES 
Here's a new excit- 
ing giveaway or 


NOW IS THE TIME FOR THAT = premium to capti- 


vate women every- 


WASHINGTON CONVENTION owen re A ree! flower 


preserved by nature 


It's BUSINESS back in the Capital—To catch this new optimistic note—te on or to last forever. 
and Meetings and Exhibits the added zest aad sparkle of the sew Women love the 
Weskinntos enthusiasm—plan your activities at The Shoreham. 


exquisite beauty of 
Few national meetings are toe large for our facilities . . . certainly none Is toe small the HAWAIIAN 
ad end coam ad atten. WOODROSE corsage. Complete with color- - 


. . ' 
L. GARDNER MOORE—M. aie ful ribbon bow ready to pin on! Perfect for 
oe special sales events, special days, to introduce 
an a ae, new products, new models, etc. It's a low 
- on 


cost high prestige idea. Order a 100 or thou- 


S HOREHAM Saati, Qoeriatous Salinas, 


Send for price lists and illustrated catalogue 
Connecticut Avenue at Cabert Sireet Dept. SM 36 


Washington 8,D.C. Flowers of Hawaii - H. C. Krueger 


670 S. Lafayette Pk. Pl., Los Angeles 57, Cal. 
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“ABAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 
floor, ample exhibit space and capable convention 
staff. Home of the nationally famous MURAL ROOM. 


AFFILIATED NATIONAL HOTELS 


ALABAMA 


NEBRASKA 
NEW MEXICO 
MOTEL 


SOUTH CAROLINA 
HOTEL WADE HAMPTON 


PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and your 


family at the glamorous Caribe Hilton in colorful 
San Juan ... only three hours from Miami, five 
hours from New York. 


Here, in an exchanting island setting, you will en- 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing 
sailing and playing tennis. Evenings you'll dine and 
dance in the gay Club Caribe. The air-conditioned 
Caribe Hilton has 300 roonas, each with bath and 
ocean-view balcony. A new wing with 100 rooms will 


be ready in December 1956 


Plan now to visit The Caribe Hilton! 


After your Miami convention is adjourned 


vacation at the Caribe Hilton 


A Grand Award for Salesmen .. . it’s a 
real sales incentive to spark any contest 


and make every man double his quota. SAN JUAN + PUERTO RICO + U.S.A. quet™ 


For information or literature: Josepb J. Case, Sales Manager, Hilton Hotels International, 
The Waldorf-Astoria, New York 22, N. ¥., Telepbone MUrray Hill 8-2240 
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Designed for 


Business with | 


Pleasure 


SCOTTSDALE, ARIZONA 
(10 miles from Phoenix) 


Luxurious accommodations for 
small groups. Guest rooms for 90 
people. Dining room and cock- 
tail lounge for 150. Private 2800’ 
landing strip for planes. 


Our courteous and solicitous 
staff plans everything for the ef- 
fectiveness of your business 
meeting and the pleasure of your 
visit. 

Recreational facilities include 
a heated swimming pool, our own 
stables, golf at Paradise Valley 
Golf Club nearby. 


Group rates are moderate. 


Royal W. Treadway 
President & General Manager 


FOR SALE 


Slide Projector, Custom Made 

For Convention Programs 
60 volt, automatic slide projector (front 
and rear projection), uses 4 x 5 glass- 
mounted, color or black and white slides, 
hes automatic remote control, provided 
with three blower cooling system and GE 
T-32, 5,000 watt incandescent light source. 
Has 8" round condensors and 14" F-6 lens. 
Holds up to 300 individual slides. Will 
produce extremely brilliant and sharp 
images. 


In Perfect, Brand New Condition 
One year old and used on only two 
occasions. Mail inquiries to Box !0!, Sales 
Meetings, 12/2 Chestnut St., Philadelphia. 
Al! reasonable offers will be considered. 


ONO RWDNY — 


Are These Your Mistakes? 


Try to do it yourself. 

Rely on a committee. 

Get help from friends. 

Make entertainment an afterthought. 
Try to do it for nothing. 

. Under-rate your audience. 

. Fail to use assets of time and place. 

. Spend alli your time selecting acts. 

. Strive for "naughty but nice” show. 

. Plan too long a show with poor talent. 
. Put all your money in one big name. 

. Hire a producer and don't trust him. 


Your 12 Biggest Mistakes 
In Entertainment Planning 


BY JACK MORTON 


Jack Morton Productions* 


Your planning of entertainment for 
a convention or sales meeting can be 
a tough job. It’s especially difficult 
because it looks so easy. Usual ap- 
proach is to start out with the idea 
that this is a job which requires no 
special skill or knowledge—all you 
need is an eye for a pretty leg. 

Out of this misconception grows 
a number of mistakes in entertainment 
programming which are _ repeated 
year after year. The entertainment 
buyer who can avoid most of these 
errors can save both time and money: 


1..Do it Yourself: Offender in this 
category usually is someone from pub- 
lic relations, sales promotion or ad- 
vertising department who is handed 
the job of providing entertainment 
at his company convention or meeting 
of an association. There’s nothing 
to this job, he believes. He decides 
to do everything himself. 

Most people believe that “do-it- 
yourself” is a new fad; it’s not! It 
had its beginning with the appoint- 
ment of the first entertainment com- 
mittee, 

The do-it-yourself planner usually 
is not too objective. He likes “epi- 


*Entertainment Producer, Washington, D. C. 


dermis” acts and believes the budget 
can afford Marilyn Monroe. It’s too 
late when he discovers Marilyn’s not 
enough. Convention programs need 
enough variety to appeal to everyone 
in the audience. 

Rules and regulations governing 
employment of show people are some- 
times overlooked. One planner who 
unwittingly violated union regula- 
tions had his show canceled by union 
officials on opening night. 

Employment of minors is another 
bugaboo which can wreck a show. 
The inexperienced planner just can’t 


‘know all the laws, rules and regu- 


lations which might trip him up. 

One overlooked detail can ruin the 
show. An amateur hired a dance 
team to perform at a meeting at the 
Ambassador Hotel. Arrangements 
were made in New York City and it 
apparently wasn’t made clear that the 
act was to appear in Atlantic City. 
The act arrived on time—at the Am- 
bassador Hotel in New York. With 
the only act on the program miles 
away, the meeting in Atlantic City 
had no show that night. 


2. Appoint a Committee: Associa- 
tions often appoint committees to 
stage the entertainment for their 
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conventions. Committees are nice. 
They share the responsibility and 
work—and blame, if the show’s a 
flop. 

Trouble with entertainment com- 
mittees is that, instead of one ama- 
teur planning the show, you have a 
half dozen. In a great many cases 
the committee members spend so 
much time wrangling among them- 
selves that the important job—plan- 
ning a program—is neglected. 


3. Get Your Friends to Help: 
A man in trouble naturally turns 
to his friends. An entertainment 
chairman I know who once relied on 
friends now has a motto on his desk: 
“Trust Neither Strange Dogs Nor 
Friends Who Volunteer. 

Everybody likes a good ra and 
serving on an entertainment commit- 
tee sounds like fun. It’s so glam- 
ourous. 


Hard Work 


Planning entertainment is hard 
work. Make sure your friends know 
it or when the glamour fades your 
assistants may fade with it. 

If you start with the idea your 
friends don’t know anymore about 
variety entertainment than you do, 
you'll probably be right. Don’t de- 
pend on Uncle Wilfred, whose sister’s 
mother-in-law is a second cousin to 
the head of MGM. Sound silly? 


It’s been done. 


4. Make Entertainment Appear As 
an Afterthought: A good entertain- 
ment program is integrated with the 
rest of the meeting. It belongs 
and it should Joof as if it belongs. 
Don’t keep the entertainment portion 
of the program a secret. 

At a prominent company conven- 
tion in Chicago a few years ago sev- 
eral hundred guests had been wined 
and dined early. ‘They listened to a 
considerable number of speeches and 
presentations with no mention of the 
entertainment to follow. At the close 
of the last speech the chairman re- 
marked, “this concludes the business 
of the day.’’ Before he could con- 
tinue, the audience rose en masse and 
left. A very expensive show was pre- 
sented to less than 50 people—most 
of them company officials. 

A well planned entertainment pro- 
gram will help you sell your services 
and build good will. Include enter- 
tainment in your original plans and 
capitalize on it, 


5. Try to Do It for Nothing: This is 
a pitfall common to amateur chair- 
men. ‘They’re sure they can put on 
a five-star revue for $120. It’s 
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Pian now to hold your next meeting in the 
Southwest's garden spot and in the center of 
an ever expanding market. Here you'll find 
Everything Under The Sun for your convenience 
and entertainment. 


ACCOMODATIONS. Ultra-modern hotels 
and motor hotels, world-famous resorts and 
inns. Meeting and dining rooms seating 50 to 
1500 persons. Off-season rates (after April | 
and before January |) are attractively lower 
than mid-season rates. : 


TRANSPORTATION. Major and regional air- 
lines. Southern Pacific (Rock Island) and Santa 
Fe railroads. All-weather highways from all 
directions. 


THINGS TO DO AND SEE. The Valley of The 
Sun is the Southwest's scenic center. Grand 
Canyon, Indian Country, Old Mexico; more 
National Monuments than any other state. 

Smart shops offer Arizona-originated styles 
and accessories; fine restaurants and gay night 
spots 


The Phoenix Chamber of Commerce Conven- 
tion Bureau cordially invites your inquiries 
about group-meeting facilities 


PHOENIX, ARIZONA 


and Ve Villy Cf Me Sun 


One of the world’s Great Vacation Resorts 
PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE VALLEY CLUB 
NEW CONVENTION ROOM FOR GROUPS 
A few of the organizations that have met at 
Camelback recently: 


A.B. Dick & Company Ethicon Company Nat'l Ass'n Retail Grocers 
Gen. Petroleum Co. Simpson Logging Co. Western Governors’ Conf. 
Gen. Motors Executives Pacific Fire Underwriters Superior Coach Corp 


ridiculous! The boss may be pleased 
with the budget, but he may not be 
too happy with results. 

Chairmen sometimes “invite” en- 
tertainers to a function and then “re- 
quest” that they perform. Entertain- 
ers shouldn’t be expected to perform 
tor nothing anymore than your 
plumber should be expected to fix 
your pipes gratis. Even undertakers 
cost money. 

The late Will Rogers was once 
invited to atttend a convention ban- 
quet. A few days later the company 


‘ 


received a bill for his services. When 
asked to explain, Rogers replied that 
whenever he was invited to attend a 
function and his wife was not invited, 
he considered it business. He'd been 
invited primarily to entertain. The 
bill was paid. 

Another money-saving plan is to 
buy one good act and surround it 
with cheap acts. One hapless chair- 
man who tried this lost half of his 
audience before his one good act came 
on, 

If you want good entertainment, 


Big...Beautiful... Fully Equipped 


S| The New Thunderbird Room 


In the beautiful Westward Ho... 


a brand new convention 


auditorium seating 1,500 (1,000 at banquets). Complete, 
modern sound system, projection room...a trained conven- 
tion staff. 12 other meeting rooms (capacity 20 to 500). 


500 air-conditioned rooms and patio suites 


The famous Concho Room for dining and 


dancing 


Desert resort atmosphere, downtown location 


Coffee shop, cocktail lounge 
Palm-fringed swimming pool 
Year ‘round comfort 


JOHN B. MILLS 
President 


ALLEN MATTHEWS 
Manager 


PHOENIX, ARIZONA 


ARIZONA’S COUNTRY CLUB RESORT 
INVITES GROUP MEETINGS 


Accommodations for 140 guests in a secluded 
club-like atmosphere only {5 miles to Phoenix. 
70 acres of lawns and flowers. Magnificent golf 
course and other sports. 3740’ Paved Airstrip. 
Superb food and well-trained service. 

Variety of meeting and conference rooms. 
Season: 


THE 


WIGWAM 


LITCHFIELD PARK 


ARIZONA 
READE WHITWELL, MANAGER 
in Chicago 
Call: MOhawk 


NOVEMBER 4-5100 


TO MAY 


expect to pay for it. A good artist 
has only his time and talent to sell. 
He can’t afford to give it away. 


6. Under-rate Your Audience: If 
you start with the theory that your 
audience doesn’t know a good show 
from a bad one, you’re making a 
prime blunder. TV brings variety 
shows into everyone’s living room. 
And, more important to you, many 
people attend conventions where qual- 
ity shows are an accepted part of the 
program. 


Study Audience 


Study the people who will com- 
prise your audience, and build your 
show accordingly. A chairman, whom 
we'll call Sam, decided to do “some- 
thing different,” something that 
would ‘‘shock” his audience. Sam 
booked a sensational aerial act. The 
act was so sensational that a company 
official had a heart attack when the 
aerialist just missed falling into the 


crowd from-a height of 50 feet. 


7. Disregard Assets of Time and 
Place: Don’t plan the same kind of 
program for a meeting in New York 
City as you would for a meeting in 
Miami. Take advantage of local 
color and atmosphere. Your audience 
expects it, 

New York suggests the glitter and 
glamour of Broadway. California 
calls for a show built around Hol- 
lywood. Miami suggests the out- 
doors. In New Orleans play up jazz 
or the French Quarter. 

Get to know something about your 
convention city. Study both its as- 
sets and liabilities as a background 
for your program. Had Bill S. done 
this his company would be $5,000 
richer and Bill would have been a 
lot happier. Bill was in charge of 
entertainment for a convention held 
in a vacation spot famous for its 
gambling (illegal) and the tolerance 
of local What he didn’t 
know, however, was that a _ recent 
visit by the Kefauver committee had 


made local authorities touchy about 


police. 


gambling. 

Bill planned a Monte Carlo night, 
complete with tables, croupiers and 
roulette wheels. Each guest was to 
be given a stack of phoney money. 
Those winning the most money could 
buy prizes donated by the committee. 

Day before the convention, city 
fathers informed Bill if the “casino” 
opened, it would be quickly closed 
—by a police raid—with Bill and 
his committee assured accommoda- 
tions at the local jail. Convention- 
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that year 


ised va 


eers saw a im- 


riety show. 


hastily 
proy 


8. Sry Your Time to Select Acts 
Instead of the Producer: It is liter- 
ally impossible to judge acts ac- 
medium. When 
your favorite star on TV 
he is enhanced by every device known 


‘urately by just one 


you see 


>» TV. He may be an entirely dif- 
ferent person however, minus the 
cameras, directors and make-up men. 
You can’t know this, but a _ pro- 


ducer should. 


\mateurs often engage acts which 


annot perform under the physical 
setup available. ‘Tightrope walkers, 
aerialists and trained animals have 
been booked for meetings with abso- 


lutely no facilities for their acts. 
Many places prohibit certain types 

of entertainment. A good example 

s in the Orange Bowl in Miami, 


which doesn’t allow any animals. A 
producer is aware of such restrictions 
because that’s his job. 

9. Make the Show "Naughty" but 
Nice: Most people believe that -en- 
tertainment must be spicy. However, 

ilgarity place in the 
show than it 


has no more 
verage convention 
would in your office. 

Okay, risque 
Now, don’t hire 


performers will 


out! 
and hope 
If an 


material is 
a spicy act 
clean it up. 
act promises to be “naughty but 
remember one thing: If come- 
dians don’t get the laughs to which 
they’re they'll get more 
naughty and nice with every 
joke. Once they’re nothing 
but an act of God or your physical 
prowess will get them off. 

An act from a Greenwich Village 


accustomed, 
less 


on stage, 


bistro was asked recent conven- 
tion to “say something funny” about 
a Mr. X attending the convention. 
“Something funny” turned out to be 
a lewd story that embarrassed poor 
MIr. X, his wife, and their friends. 


The same act, discovering that its 


sponsor vending 


was a 
told 


irmn ed bandits 


machine 
about 


cor- 


poration, stories 


“one- 


and “slot machines.” 


[he entertainment chairman, when 
last seen, was trving to crawl into 
seat cushion. 


 Reme mber, you have to offend only 


one person in the audience—your 
boss, a istome! or the press——to 
make your show a flop. 

10. Buy Time, Not Talent: It’s 
tempting, I admit, to see how much 
show you can get for your money. 
A long show, however, does not 
necessarily mean a good show 

A good rule to follow is ‘Keep 
the audience wanting more.” If the 
program become repetitous it will 
become boring. ‘The average variety 
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show presented to a convention or 
sales meeting does not have enough 
suspense or continuity to extend the 
program to the length of a complete 
Keep the program 


show or drama. 


short, but make it good. 

Another point: Don’t hire an en- 

tainer who sings, dances and tells 
jokes and expect him to carry the 
whole show. ‘The audience will get 
sick of looking at him. Instead, 
hire a good act for each category 
and have them appear once. If the 


wanting 
show. 


audience away 
you've put on a good 


goes more 


Grand pean, 


is most enjoyable i in - ob Fall and 


mess oO 


Put All Your Money on One 
Big Name: You can get big name 
stars to appear on your program 
if you can spend the money and they 
can work it into their schedules. 
However, motion picture 
under contract to their 
usually insist on a contract clause that 
permits them to cancel if they're 
needed at the studio. You can never 
be sure you won't be stuck on open- 
ing night. 


stars are 
studios and 


Stars sometimes prove a disap- 
pointment when taken out of the 
own element. I’m reminded of a 


draw top attendance 


ot 


Fred Harvey Hotels El Tovar 
and Bright Angel Lodge on 
the brink of the South Rim 


Arizona 


are available for conferences up to 
’ 300 between October 1 and April 30 
(except Easter week )—just when city 
hotels are crowded. Meetings are 
always well attended — everybody 
wants to see the greatest of the world’s 
seven wonders. Meeting Rooms, 
Banquet Facilities. Moderate rates. 
Conducted Motor Sightseeing Drives, 
Muleback Trail Trips and Indian 
Dances provide fascinating outdoor 
activities all year—Santa Fe Railroad 
direct to hotels, Frontier Airlines — 
Write to Manager W. D. Rouzer. 


Winter—a fine side trip for conventioners 


traveling West or returning East. 


PHONE: 40 
TELETYPE: GRAND CANYON ARIZ. 3661 


Ss 


Enjoy a WESTERN 
| “Champagne Flight’ 
> to your next meeting! 


Luxury beyond compare —_ 
...but no extra fare! 


RESERVED SEATS 
4-ENGINE DC-6Bs 
GOURMET DINING « VINTAGE CHAMPAGNE 


SC 


Routes of the 
CALIFORNIAN 


WESTERN AIRLINES 


Sell Your Ideas 


PRESENT THEM WITH A 


Port-a-Stage 


. .. beyond belief 


Standard Port-a-Stages and new unique 
design Port-a-Stages are engineered for 
strength and are rock steady. Practical 
for traveling or one time shows. 


RENT OR BUY 


Write for Free Circular 


~COMMERCIAL PICTURE 
EQUIPMENT, _INC. 


1800 W. Columbia Avenue 
Chicago 26, U.S.A. 
BRiargate 4-7795 


ST. CLAIR HOTEL 


Michigan Blvd. at Ohio St. 
Chicago 11, Ill. 


6 Large Air Conditioned 

Meeting & Banquet Halls 

Accommodating 20-250 
Persons—8000 Sq. Ft 


600 Outside Sleeping 
Rooms—450 Overlooking 
Lake Michigan 


Owner Management Assures 
Personalized Service 


For Complete Information 


Address D. J. Gardner 


committee that booked a singer whose 
popular recording of one song made 
ier an overnight sensation. The re- 
cording had used one of the latest 
recording devices — multiple sound- 
track recording—which enabled the 
singer to sing a four-part harmony 
by herself, The audience, accus- 
tomed to the record, was keenly dis- 
appointed when confronted with the 
singer, a standard orchestra and the 
singer's equally standard voice. 

If you must have a name act, 
provide the proper background. It’s 
obvious that if you want Sonja 
Henie you had better plan to 
put her on ice. If you want Esther 
Williams, get her a swimming pool. 

A better idea, and a lot cheaper 
one, is to choose a personality with 
an act especially tailored for the 
“club date” field. 

12. If You Do Hire a Producer, 
Don't Trust Him: You're’ wasting 
your time and your money if you hire 
a producer you can’t trust completely. 
If you don’t trust him, don’t hire 
him! 

Spend some time investigating the 
producer. Check the longevity of 
his accounts, not necessarily the 
number. In a personal interview you 
can judge for yourself. A reliable 
producer won’t resent your caution; 
he'll welcome it. 

Many buyers or entertainment 
chairmen are naive enough to ask 
the producer who pays him. Answer 
is simple. The customer is the only 
one with any money, If the money 
is paid to the producer, he pays the 
acts. If paid directly to the acts, 
they in turn, pay the producer. 


Another question that bothers en- 
tertainment chairmen is how much 
the producer makes. The producer 
spends considerable time, talent and 
money to produce a show. He ex- 
pects, and should get, a larger fee 
than an agency that just sends the 
acts over for you to see. It’s com- 
parable to buying medicine when 
you're sick. Naturally it’s cheaper 
if you diagnose your own ill and buy 
a patent medicine at the drug store 
than if your doctor prescribes. The 
doctor costs more, but the results 
are worth more. 

Entertainment counseling is the 
modern version of the old-time book- 
ing agent. It is a service, not a sales 
agency. The entertainment coun- 
selor sells you nothing. He advises 
you how to spend your money. 

This concept, I’m happy to say, is 
gradually gaining wider acceptance. 
It has reached the point where we 
are now being retained on a year- 
round basis by a few companies and 
associations to handle all their en- 
tertainment problems as they arise. 
Executives of client organizations 
are free to work full time on their 
own jobs instead of spending months 
on entertainment programs. 

If you’ve avoided some of the more 
obvious mistakes and are planning a 
bang-up show, you have one more 
problem. Will your audience like 
it? That’s hard to predict, but you’ll 
be on the right road if you disregard 
all your likes and dislikes and think 
in terms of the audience. Be objec- 
tive. There’s no chance for second 
guessing once the curtain goes up. 

The End 


R.1.P.* 


CAN INCREASE YOUR SALES 


The Roney Incentive Plan* is a new completely revolutionary idea 
for increasing business and can be tailored to fit your exact 
needs, Send for our incentive booklet (just off the press) on your 
company letterhead and learn the full details of this exciting 


method of increasing sales. 


“ RONEY PLAZA 


7 ACRES ON THE OCEAN COLLINS AVE. AT 23rd STREET 


Miami Beach 
G. DAVID SCHINE President and Gen. Mgr. 
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Grand ballroom with no view- 
obstructing columns . . . seats 
2,000 at meeting, 1500 at banquets 


Five other individual meeting rooms 
for smaller groups of 50 to 500 


12,000 square feet of exhibit area 


Monitored air conditioning 
throughout 


Private beach, pool, cabana club 


1000 de luxe guest rooms 
immediately adjacent 


ized to fit 


your;|;convention 


THE CONVENTION HOTEL 
IN THE HEART OF 
MIAMI BEACH... 


HOTEL 


EVILLE 


THE CONVENTION CITY! 


Business group of ten, or king-sized convention of thousands—(or 
even nation-wide millions through our closed-circuit television) —the 
Seville offers complete flexibility of accommodations with utmost 
hospitality and convenience! 


Plan to enjoy it soon—the whole new concept 
of business and pleasure combined! 


OCEANFRONT 
29th TO 30th STREETS * MIAMI BEACH, FLORIDA 


Write to: BEN GOULD, Director of Sales 


FA CII TIES? © © CHECK THE | 3232500" -_— a moby 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention  stoff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 


ALABAMA TEXAS 
HOTEL ADMIRAL SEMMES Mobile MOTEL STEPHEN F. AUSTIN Aushn 
HOTEL THOMAS JEFFERSON Birmingham 
ee DISTRICT OF COLUMBIA HOTEL BROWNWOOD 
LW ON hi 


INDIANA 
HOTEL CLAYPOOL 


RONADO COURTS 


NEBRASKA 


oredo 
HOTEL PAXTON Suite FALL 
NEW MEXICO L MENGER 
HOTEL CLOVIS _.. Clovis ANGELES COURTS 
VIRGINIA 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE. Movntein Loke 
> | HOTEL WADE HAMPTON Columbia HOTEL MONTICELLO Norfolk 
y TELEPHONE 
NEW YORK—Murray Hill 66990 WASHINGTON—Executive 36481 


HOTEL 
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CHICAGO—Mohowk 45100 MEXICO CITY—10- 


New Orleans 


Yj, tinal etl 


C 
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Lucky Philco salesmen leave Philadelphia International Airport .. . 


Visit Vatican City... 


Philco Goes Just About As Far 
As You Can Go: Around the World 


Last February 7, on a damp Phila- 
delphia morning, 56 Philco retail 
salesmen took off from International 
Airport for a round-the-world flight 
with stops slated in London, Paris, 
Rome, Lebanon, New Delhi, Hong- 
kong, Tokio, Honolulu and San 
Francisco. Event marked the culmi- 
nation of Philco Corp.’s Round-the- 


World Jubilee—one of the most am- 
bitious incentive programs for retail 
salesmen in years. 

Cappel-MacDonaid & Co., Dayton, 
worked with Philco in setting up the 
Jubilee. Months of planning went 
into the operation. 

Contest was announced at Philco’s 
distributor convention in Miami Beach 


Salesmen are introduced to sukiyaki and geisha girls in Tokyo 


70 


last June. Originally scheduled to run 
from July to November, contest was 
extended another month late in the 
campaign because Philco had trouble 
filling increased appliance orders, say 
company spokesmen. 

Distributors mailed names and ad- 
dresses of all salesmen to Cappel-Mac- 
Donald who started a gigantic mail 
campaign. Promotional pieces went 
out to each salesman approximately 
every two weeks. Pieces stressed the 
round-the-world trip and whetted ap- 
petites with tidbits of information for 
the tourist abroad — what to eat in 
Tokio, what to wear in London and 
what to see in Paris. 

Response Outstanding 

Response was outstanding, says 
Philco, with over 20,000 retail sales- 
men participating in the contest. 

During the contest Cappel-Mac- 
Donald, Philco and Pan American 
Airways made plans for transporting 
56 men around the world in 18 days. 
Intinerary was drawn up and Cappel- 
MacDonald agents at each stop made 
necessary arrangements. Philco In- 
ternational Corp. representatives as- 
sisted. 

Winners were announced January 
19 — allowing little over two weeks 
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of Rome. 


in which to get passports, inocula- 
tions, International Health Card, and 
visas Tor everyone. , 
Pan American expedited passports 
and visas in Washington, with help 
of State Department officials. Pan 
American representatives in each city 
checked to see tha 


} 


plied for the necessary papers. 


each winner ap- 


‘Telegrams notifying winners were 
followed by a letter which gave spe- 
cific instructions on preparing for the 
trip. 

Winners were told what clothing to 
and how much to pack. Bag- 
limit was 66 Ibs. Philco con- 

Bert Bacharach, noted men’s 
fashion expert who devised a ward- 
robe for the trip. (Hat, tie, shirt, 
sweater and sports coat were con- 
tributed by manufacturers. ) 


Tickets Provided 


First class travel 


and from winner’s home. 


was provided to 
Tickets 
were sent out a week before take-off 
date. In addition, Philco provided a 
free $50,000 insurance policy cover 
ing the trip. 

Winners were accompanied on the 
trip by Ken Kefauver, member of 
Philco’s public relations staff, a Cap- 
pel-\[acDonald tour 


ind three distributors 


representative 
rewarded by 
Philco for exceeding their sales quotas. 
Deadline for arrival was 5 o'clock 
the evening before the flight. Each 
man had to be registered at the hotel 
by then. 


on 


Salesmen were feted at a 
cocktail party, but were urged to re- 
turn to their hotel early. 

At the airport each man was given 
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$120 in Traveler’s checks for spend- 
ing money. Another $80 was given at 
the end of the trip for expenses going 
home. 


Two Crews 


Trip was made in a Pan American 
Super 6 with two full crews on board 
with no change of personnel through 
out the trip. There was some good 
natured grumbling when the steward 


Boer War heroes welcome Philco “ambassadors” during stop at London. 


esses featured in Philco’s initial an- 
nouncement turned out to be stewards. 

Super 6 planes was chosen because 
parts were available for it at any air 
port on the schedule. Only mechani- 
cal mishap, however, was a minor one. 
Prop on one of the engines developed 
trouble outside of New Delhi, but was 
soon repaired. 

Group had the full support of the 
State Department. 
were designated 


Philco salesmen 
“sales ambassadors”’ 
and combined pleasure with spreading 


Three Contests in One 


goodwill abroad, plus exchanging 
ideas with foreign salesmen—members 
of Philco International Corp. 

Schedule was flexible. Ken Kefau- 
ver, the flight director, could change 
it at his discretion. Wisdom of this 
idea was shown a few hours out of 
Philadelphia. High winds forced the 
plane to land at New Foundland — 
not on the schedule. When plane took 
off again Kefauver decided to skip the 
stop at Shannon Airport originally 
planned and go on directly to Lon- 
don. 

Plane radioed ahead announcing a 


Come to TOLEDO 


Pivot City of the 
Great Lakes 


For your next... 
@ Convention 
® Sales Meeting 


® Trade Show or 
Exposition 
Easily accessible by Major Air and 


Railroad Lines—On the Turnpike and 
Toledo Detroit Expressway. 


@® Housing facilities for 
2500 


@ Meeting room and ban- 
quet facilities to accom- 
modate 15 to 1000 


HOTELS 
Commodore Perry ® Fort Meigs 


Hillcrest @ Park Lane 
Secor @ Willard 


Write or Call: 
Harlin L. Walter, Manager 
Toledo Convention Bureau 
218 Huron Street — Toledo, Ohio 


6:30 AM arrival, an hour early, and 
received a frantic wire in return from 
the Cappel-MacDonald London rep- 
resentative. “Slow up, please,” it said. 
“Welcome not here yet.”’ He’d spent 
days rounding up a welcoming com- 
mittee for 7:30 in the morning, and 
they hadn’t arrived yet. Plane put in 
at Shannon. 

Local agents of Cappel-MacDonald 
were at the airport to meet the plane 
at each city. They helped clear cus- 
toms quickly and get everyone on the 
busses to their hotels. Representatives 
of the hotels met the plane and learned 
if there was any change in personnel 
or reservations, and then called the 
information ahead to the hotel. When 
the group arrived at the hotel all ar- 
rangements had been made. Longest 
time spent in registering was 32 min- 
utes, according to Kefauver. 

Special tours were arranged in each 
city. In London the group, in addi- 
tion to usual sightseeing, were re- 
ceived by the Lord Mayor of London. 
United States Ambassador Aldrich 
personally greeted them at a reception 
at their hotel. 

After a two-day stay in London 
group left for Paris—in the midst of 
the worst cold wave in a century. 
“It was 12 degrees when we arrived 


Little Fock! 


IDEAL 


Convention 


CITY 


LOOK AT YOUR DEALERS OR 
MEMBERSH/P AND COMPARE 
LITTLE ROCK’S LOCATION... 


e 
V CHECK THESE ADVANTAGES, TOO! 


4 modern hotels Vv Central location— 
Ample air good transportation 
conditioned rooms 
Air conditioned 
banquet rooms 
Air conditioned 
municipal 
auditorium 
Historical sights 


Excellent eating 
facilities 


Reasonable prices 


Numerous golf 
courses 


City of hospitality 


FOR INFORMATION, WRITE OR PHONE 

H. J. BURFORD, General Manager 

SOUTHWEST HOTELS, Inc. 
P.O. BOX 389 

LITTLE ROCK, ARKANSAS 


and 12 degrees when we left,” says 
the flight director. Trip to the Eiffel 
Tower was canceled because of the 
cold weather. 

Highlight of the Paris stay was a 
trip to the Folies Bergeres. 

Highlight of the entire trip for 
many was a personal audience with 
Pope Pius XII. Minor diplomatic 
blunder was averted by the quick 
thinking of Kefauver. One of the 
salesmen had not received instructions 
on what to wear—dark clothes are a 
must—and arrived in a sports ensem- 
ble. Kefauver quickly steered him to 
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the very back of the room and the day 
was saved. 

Schedule for most cities slated first 
day for sightseeing and dinners at 
famous restaurants. Second day was 
free for shopping or personal sight- 
seeing. Evening of the second day a 
cocktail party was arranged, usually 
by representatives of Philco Interna- 
tional Corp. 


Fast Pace 


By the end of the second day in 
Rome fast pace of the trip was begin- 
ning to tell on the sales ambassadors. 
Stop at Beirut, Lebanon, was changed 
to a fueling stop only instead of an 
overnight stop as originally scheduled. 
Group stayed at Rome a half day 
longer. 

Getting through customs generally 
posed no problems. Advance prepara- 
tions by Cappel-MacDonald agents 
usually speeded up inspections. Only 
real difficulty occurred in India 
where customs officials insisted on 
checking every piece of luggage and 
cameras. Indian hospitality was 
dimmed for the group when an Indian 
boarded their plane at the airport and 
sprayed it with what looked like a 
disinfectant before group was per- 
mitted to leave. 

Souvenir buying posed a problem. 
By the time the group left Hong 
Kong they’d picked up 4,000 Ibs. extra 
weight. At the Hong Kong airport 
the main street leading to the airport 
was closed off and turned into an im- 
promptu runway to give the plane 
more room for takeoff. Heavier weight 
made it necessary to carry less fuel 
and so plane stopped at non-scheduled 
Okinawa for fueling. 

Souvenirs and luggage had to be 
unloaded at each stop and stored in a 
hanger so workmen could clean the 
plane. Then they were reloaded for 
the next flight. 


Copper Plaque 


One salesman bought a _ copper 
plaque 5 ft. in diameter which he had 
to tote around at each stop. Not one 
piece of baggage or souvenir was lost 
during the flight! 

Business end of the trip consisted 
of exchanging ideas on selling with 
other salesmen in foreign countries. 
Salesmen were entertained by Philco 
International Corp. representatives at 
luncheons and cocktail parties. 

In reviewing the trip Kefauver 
marvels at the fact that 61 went and 
61 came back. No one was lost or left 
behind. In case someone had been 
Philco was prepared. A list of Philco 
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Nassau Sigle/ 


You'll GET MORE DONE on your conventions and sales meetings 
in Nassau... because you HAVE MORE FUN and relaxation 
during the hours in-between! Every sport under the sun... 
shopping and sightseeing for the whole family! Nassau is near, 
by plane and ship . . . and no passports are needed for American 
and Canadian citizens! 


For Complete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 


MIAMI: 1633-34 duPont Bidg. NEW YORK: 308 British Empire Bidg. 
CHICAGO: 1210 Palmolive Bldg. DALLAS; 2120 Adolphus Tower 
TORONTO: 407 Victory Bidg. 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following 
Insurance 


at the Belleview: 
Actnm Lilo, New Yark Life, John Hancock Mata 
United Lif ol utual Life, Berk- 


shire Li 
Telephone Assn. Divi 
Envelope Manufacturers “Asan. Panis as 


_ CHURCH, Manager 
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The New 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 


Makes you - your product - 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS © EXHIBITS 
IT’S FLAME-PROOF 


it’s versatile! Point it, silk screen it, 
decorate it; for charts, graphs, sales mes- 
sages, as a projection screen, etc. Hun- 
dreds of such diverse organizations as 
Raytheon, Hiram Walker, Packaging 
Institute, Armour, Bureau of Advertising, 
Equitable Life, use CORRO-SET. 

It’s striking! Modern design, of satiny- 
smooth corrugated board in beautiful 
pastel blue. Stands 7'7” high, adjusts in 
width from 9’ to 1110”. 

It’s long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show in Europe! 
It's easy to handle! 

Sets up in minutes, with- 

out tools. Repacks easily, 
Comes in attractive one- 
hand carrying case. 
Weighs only 37 Ibs. 

It's flame-proof! Officially registered 
by the State of California; you can't 
inflame it with a blowtorch! 


49 


MONEY BACK GUARANTEE 


DISPLAY DIVISION, Dept. SM4 
Gibraltar Corrugated Paper Co., Inc. 
3 Entin Road, Clifton, N. J. 


C) EWCLOSED CHECK FOR $ 
CORRO-SET DISPLAY BACKGROUNDS AT $45 


C) SEND WEW CORRO-SET BROCHURE 


'Y 


International representatives in each 
city, their addresses and phone num- 
bers was given to each sales ambassa- 
dor. 

Plane skipped the scheduled over- 
night stop at San Francisco and con- 
tinued on to Chicago after unloading 
passengers. Midwest salesmen had to 
get off at Kansas City when storms 
made stop at Chicago impossible. 
Plane arrived back in Philadelphia 
10 hours ahead of schedule. 


Philco officials say it is difficult to 
evaluate effects of Jubilee contest and 
round-the-world trip, but they agree 
they’re on the plus side. “We'll be get- 
ting benefits from this promotion years 
from now,” says Frederick M. Bauer, 
editor, Philco’s distributor magazine. 

Reaction of the sales ambassadors 
to the trip can best be summed up by 
the comment of a western salesman. 
“T’ll be a Philco salesman for the rest 
of my life!” he vowed. The End 


Packing Tricks for Conventioneers 


For most convention goers pack- 
ing luggage is a chore to be rushed 
through as quickly as possible, Re- 
sult is frayed tempers and wrinkled 
clothing. 

Follow a few simple rules, says 
Samsonite Travel Bureau, your bags 
can be packed in jig time and you'll 
look fresh as a daisy at your next 
convention. Begin by listing, on a 
slip of paper, the things you’ll need 
and then choose the right size lug- 
gage. Plan on using as many 
Dacrons or other synthetics as pos- 
sible. They withstand wrinkling. 

Smooth out clothes carefully when 
packing and you'll find fewer wrin- 
kles when you arrive at your destina- 
tion. To keep folded suits from 
creasing, insert a few layers of crum- 
pled tissue paper between the folds. 

Use all the space in your suitcase. 
Stuff socks in the shirt collar ring. 
This saves space and also prevents 
shirt collars from getting crushed. 
Don’t forget the corners of your bag 
—just the place for your belts and 
other small items. 

Best way to fold a jacket is to 
button it and lay it face down on the 
bed. Put sleeves in a “V” 
the back; smooth out the shoulders 
and then fold the jacket across the 
middle with the sleeves inside, It’s 
ready for packing. 

Tubes or bottles of grooming aids 
should be tightly stoppered and sealed 
with tape to guard against spilling. 
They fit nicely into a sock or your 
shoes. 

Pack in layers—heavy things first, 
smaller pieces last. Underwear, 
towels and socks can be on the bot- 
tom layer. 

If you’re traveling by air check 
your luggage on the bathroom scale 
and you'll save yourself a lot of 
trouble at the airport. 

Same rules apply to your wife’s 
packing if she’s going along. Dresses 


across 


TAKE ONLY items you need and pack them 


according to “rules'’ in lightest luggage. 


are folded in a straight line from 
the shoulder to the hem on each side. 
Sleeves are arranged in a “V” and 
dress is then folded to fit the bag. 

Her frilly items that are wrapped 
around cardboard from a man’s shirt 
won't wrinkle. Hose may be packed 
in a pocket or glove to prevent runs. 
Roll jewelry in a towel to protect it. 

Don’t pack your bag too tight— 
leave enough room for brochures and 
literature or gifts you might pur- 
chase, 

It’s:a good idea to take along your 
original list of things to pack to be 
sure you don’t miss anything when 
repacking. In a survey conducted 
by Samsonite Luggage Co., 35% of 
people queried had left something be- 
hind when they repacked their bags. 

Travel as light as possible. Many 
items are used infrequently or can be 
purchased so readily that it doesn’t 
pay to carry them around. 

If you’ve packed your bag care- 
fully you'll find your clothing ready 
to wear when you arrive. 
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| COMPLETELY AIR-CONDITIONED 


YOU'LL MEET WITH MORE SUCCESS IN THE 
SPACIOUS COUNTRY-CLUB SURROUNDINGS OF THE , 


SIX ACRES ON THE OCEAN AT 98th STREET, MIAMI BEACH, FLORIDA 


Here in the comfortable seclusion of fashionable Bal Harbour, you'll find a 
rare combination of casual charm and luxury—the most pleasant atmosphere 
for meetings and conventions! And at the Balmoral, you'll enjoy matchless 
facilities, whether your meeting is intimate or a large group gathering... 


plus a full roster of gala after-business activities! 


262 luxurious rooms, most with private terraces ¢ 1] meeting rooms, seating 


from 10 theatre-style to 650 banquet-style * 3 separate dining and cocktail 
areas ¢ Garden banqueting in the “Glen” ¢ Smart Balmoral Club, Embassy 
Supper Club « 2 full blocks of private ocean beach, Olympic pool and cabana 
area ¢ Golf driving range on hotel grounds « Free parking on premises 


Circulating ice water in every room 


1 thoroughly experienced convention STUART L. MOORE 
staff managed by Dick Elterman, will Vice President and General Manager 
be on hand to offer you new and help- N.Y. OFFICE 


ful cenvention ideas! PLaza 5-3344 


YOUR CONVENTION HEADQUARTERS 


A Great Miami Beach Hotel designed to meet your convention needs 


© BEST LOCATION—Lincoln Rd. & Collins Ave., on the Ocean 
© BANQUET HALL & CONVENTION HALL seating 1000 
© Magnificent Pool, Cabanas, Solaria, Steam rooms & Gym 
© 350 Luxurious rooms, bath & dressing rooms 
© 2 Short blocks to Famous Miami Beach Auditorium 
© Florentine Dining Room, Coffee Shop, two Cocktail 
ABANA CLUB Lounges, Moulin Rouge Night Club 
© Unlimited facilities for after-meeting recreation-entertainment for wives & families- 
fashion shows, bridge parties, shopping on famous Lincoln Road. 


70> 
"Ss pool * ¢c 


SORT WORLD». WIRE OR WRITE 
James C. "Jim" Parrish 
Sales and Convention 
Director 
Jack, Lear, 
General Manager 


COMPLETELY 
AIR-CONDITIONED 


: Pay pce 
ON THE OCEAN AT LINCOLN ROAD « MIAMI BEACH, FLA. 
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. . . ? 
Virginia’ Best 
Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 


Managed and Tastefully - Appointed 
Hotels. 


‘te! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED wit Room, on main 
lebby floor, seats up to 1,000. 


AIR-CONDITIONED Patrick Henry-Stonewall 
Jackson Room (600). 
AIR-CONDITIONED George Wythe Room (150). 


ROOF GARDEN accommodates 500. 5 additionel 
AIR-CONDITIONED CONFERENCE ROOMS. 


500 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


FOR RESORT CONVENTIONS 


Chamberlin 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia’s East Coast 

AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 


AIR-CONDITIONED Monroe Room (125) 
AIR-CONDITIONED Chesapeake Room (30) 
Roof Garden 


300 Beautifully Furnished Rooms, All Outside, 
each with private baths. 


OPEN ALL YEAR 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


= HOTEL KING CARTER 
250 Rooms. Rates from $3.50 
HOTEL RICHMOND 
300 Rooms. Rates from $4.00 
HOTEL WM. BYRD 
200 Rooms. Rates from $4.00 


Write for FREE, Interestin Brochure, 
Giving Full Convention Facilities in De- 
tall and Fioor Plans! 


MAULANA NUL LLL TRAE 


— 


ites 


“Wake” Meeting Revives 
Departed Business 


BY C. C. CRAWFORD, Ph.D. 
Management Consultant 
Professor, University of Southern California 


Sales slipping? Is your company 
dead on its feet? Don’t wait until 
the corpse is in the cofin—throw a 
survival party and invite the entire 
company! 

If you and your employes are sit- 
ting up nights with a sick business, 
why not talk away the long hours 
constructively? Perhaps a frank bed- 
side analysis of what caused the 
trouble may so shock the patient that 
it will sit up and call off the funeral. 
If the thought seems fantastic, well, I 
saw it with my own eyes. 

The sales manager knew the till 
was empty. Employers knew there 
was nothing for the payroll. The 
owner knew he was “broke,” barring 
a miracle, and he didn’t see any 
miracles waiting to happen. He had 
wept on my shoulder a time or two 
before, but didn’t have funds to hire 
consultant services. And business had 
steadily become worse. 

The sales manager invited me to 
the party at the owner’s home. The 
owner didn’t know he was giving any 


party. He was flying home from an 
effort to fix up one of the branches. 
Employes had invited themselves to 
the party. The boss would arrive 
about the same time as his guests. 
His wife would explain when he ar- 
rived. 

The chance to see a corpse of a 
business.come to life appealed to me 
I had worked with live businesses, 
and with sick ones, but here, to all 
appearances, was a dead one. Could 
it come back to life? This corpse 
would have to inject itself with a 
lot of adrenalin. The evening should 
be a profitable one. 

I had a great deal of faith in the 
basic value of what was about to 
happen. I was confident that the 
corpse might at least stir. I was more 
than amply rewarded. It sat up, 
walked, and went back to work. 

The owner was changing clothes 
after his arrival. The sales manager 
was there. Manager of the southern 
branch was there. Head office had 
people of various levels. There were 
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People IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 

Under One all your guests .. . plenty of single-floor space 
for all your exhibits. No time lost racing around 


town! No tiresome stair-climbing! No bothersome 


elevator-riding! 
Roof. ee PLANNED SINGLE-FLOOR CONVENIENCE 


¢ Over 40,000 square feet of air-conditioned 
exhibit space 

© 27 air-conditioned meeting rooms, accommodat- 
ing 10 to 2,000 


PLUS... 

¢ Exceptional banquet facilities, for functions of 
any size 

® 1501 redecorated rooms, many air-conditioned 

© Radio in every room — TV in many 

© World-famous restaurants: College Inn Porter- 
house, steak house of America — Well of the Sea, 
seafood flown fresh daily from the principal 
rivers, lakes, and oceans of the world. And for 
exceptional food at considerate prices, the smart 
Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent 
meals quickly 

¢ The Sherman is in the heart of Chicago’s shop- 
ping, theater, and financial district 

¢ Drive-right-in convenience — the only hotel in 
Chicago with on-premise garage facilities. No 
waiting for busy doormen when you arrive... 
no waiting for delivery when you leave. 


Danny Amico, Vice President and Director of Sales, backed by 
highly qualified staff, is on hand day and night to attend to all 
your convention requirements. For help in planning 
your next convention, phone, wire, or write Danny. 


THE 


CHICAGO'S MOST CONVENIENT HOTEL 
* 


RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 * TELETYPE: CG 1387 


SM/APRIL I, 1956 


there is nothing like 
— ae conventions 


fo 


The famousFredHarvey 
Hotel in sunny Santa Fe 
New Mexico 


~ 


is now available for meetings—up 

to 280 from after Labor Day to 

June 30, for smaller conferences, the 

year ‘round Renowned for its 

Spanish-Indian atmosphere, friendly 

informality and fine cuisine, La 

Fonda provides a unique back 

ground for memorable meetings 

Meeting Rooms, Banquet Facilities 

z Ideal year-’round climate. Sight- 

= —_ seeing trips into the Indian Coun- 

. try, curio shopping, golf, fishing, 

Also an ideal stop-over hunting, skiing.—Santa Fe Railroad, 
place for conventioners’ Continental and TWA Air Lines.— 


groups going farther West Write Manager J. D. Garvin 


or returning East. PHONE: 3.5511 
TELETYPE: SANTA FE NM 8861 


DESIGNERS & BUILDERS OF ADVERTISING DISPLAYS & EXHIBITS 


2500 W 218 STREET CHICAGOS ILLINOIS ClLiffside 4-2800 


THE ONE HOTEL IN PHILADELPHIA DESIGNED FOR YOUR MEETINGS 


Central Location—nearest to theatres, clubs, shops 

Air-conditioned meeting rooms — 11 modern rooms accommodating from 
50 to 500 

Audio and visual equipment—these selling aids available for your meeting 

Ample parking facilities—adjacent garage for 600 automobiles 

Superior food and beverage—served in air-conditioned comfort—for dining 
and banquets 


HOTEL 


yluania 


BROAD and LOCUST STS. PHILA. 7, PA. 


William H. Harned, Gen. Mgr. 
Louis J. Slattery, Sales Mgr.; Fred Lehman, Res. Mgr. PEnnypacker 5-7200 


secretaries, department heads, and 
other personnel of the company. 
They had come to pay their respects, 
and to do what could be done in 
this sad hour. 

The meeting theme was announced 
as “How to survive.” There was a 
faint and wishful hope that all was 
not yet lost. Employes liked their 
jobs. They had been treated right; 
perhaps too right. They wanted to 
keep their jobs. To help the boss was 
one way to help themselves. 

Subproblems were called for by 
the leader. One, of course, was 
“How to get more customers.” An- 
other was ‘How to get more pur- 
chases from the customers we already 
have.” After such _ preliminaries, 
someone named “How to make it 
easier to purchase by telephone 
by mail.” Then came “How 
dramatize the benefits of buying from 
our company.” (This was the adve: 
tising man.) “How to reduce the re 
turns of articles that are purchased” 
came from another, 

I sat and wrote down everything 
that was said. I put each idea on a 
separate slip of paper, whether it was 
a problem or a proposed answer. Be- 
cause of the slow pace that is inher 
ent in any oral discussion, I was able 
to write down practically every idea. 
Rate of flow was about 50 ideas an 
hour. The meeting lasted from 8 Pp) 
to' l AM. 

Many good ideas didn’t get born 
because someone else got the floo 
or somebody interrupted. But 50 ideas 
an hour got through, in some form 
or another, including the half-baked 
ones. This was perhaps 1% of the 
creative power latent in the group 
but let’s be thankful for this 1% 
since the situation didn’t permit a 
more efficient method which might 
have achieved a better result. This 
was a spontaneous, unorganized, and 
oral pooling of employe ideas on how 


the 


to save the business. This was 
best method the employes knew for 
the pooling. And it was accomplish 
ing results, even if slowly and awk 
wardly. High motivation made 
for poor technique. 

The cross-fertilization of ideas re 
minded me of nature’s waste of pol 
len in the reproduction of plant life 
in that many fine “pollen grains” 
(ideas) were wasted, but some found 
proper landing places and started the 
germination of life, 

Some employes wanted to expand 
vertically, others horizontally. One 
wanted to add a new product line. 
both for manufacture and sales, but 
was talked out of it because it was 
ill-considered. One wanted to close 
the branch offices. All agreed some- 
thing must be done, and soon. Girls 
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who saw the letters told 
what was wrong as reflected there. 
Telephone order people gave their 
interpretations. Fundamental assump- 
tion as to actual customer motiva- 
tion was challenged, revised, and ex- 
pressed in a turned-around sales pol- 


customer 


icy. 

A plan was evolved for sales to 
distant customers who had been al- 
most completely overlooked. New 
dealer outlets came in for attention. 
A good idea that had “bugs” in it 
got a good ‘“de-bugging”’ treatment 
and was put into action. A simple 
device for sampling customer atti- 
tudes and preferences fell into place 
as a pure “gift from heaven.” A 
tempting proposal for easier credit 
was dropped because it would tie up 
funds. An employe from one branch 
had the precise remedy for a prob- 
lem faced in another branch, The 
editor of the organ had an 
idea that was gold to the 
sales manager. 


house 
worth 


Funeral Postponed 


this went 


was 


five hours 
The funeral postponed. 
The business survived. Two and a 
half years later it is still going. The 
corpse had refused to lie down. The 
combined thinking and planning of 
the employes which began that night 
in the five-hour party was 
just a beginning of cooperative team- 
work. Those five hours established 
a new way of life for the company. 
The business is on the upward path. 

Basic problems that plague this 
company might be compared to a 
batter’s having two strikes against 
him. In such a spot, every bit of 
batting skill is badly needed. Or, 
the comparison might be with a vessel 
stranded on a sandbar, with the tide 
going out, and not enough water 
(sales volume) to keep it afloat. 
Clearly a continuation of manage- 
ment policies which got the business 
into such a spot could not get it 
out, Something new was required. 
Employes, inventiveness and creative 
thinking saved this company, dating 
from that five-hour survival party. 

If this story has. any moral or 
application to your business, it would 
seem to be two-fold: 

One, use the asset that 
any business can ever have, the minds 
and hearts of your employes. Don’t 
try to do all the knowing, thinking, 
and decision making yourself. Sec- 
ond, do this before rather than after 
the business reaches the crisis stage, 
and do it by the more scientific and 
systematic pooling techniques that 
are available for organizing and chan- 
neling employe brainpower. 


For 


on. 


process 


survival 


greatest 
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A few basic rules for conducting 
a business survival party would in- 
clude: 

i. Don’t use alcohol to make em- 
ployes forget the company’s troubles ; 
bourbon won’t erase the red ink on 
the company books. 

2. Don’t use optimistic and inspira- 
tional pep talks to get more employe 
output along lines that have proven 
inadequate up to now. 

3. Face stark reality and invite 
each employe to pitch in as a helper 
to invent or help invent new methods 
and new _ strategies, whatever 
work or experience level he happens 
to be. 

4. Provide adequate techniques to 
draw out employe ideas, or to pool 
employe thinking, so that the brain 
work which is potential in every em- 
ploye can be focussed directly upon 
company problems. 

When five hours of spur-of-the- 
moment, accidental and unorganized 
pooling of employe thinking were 
sufficient to start this company’s re- 
covery from apparent death by bank- 
ruptcy, how much more can your own 
company gain by a _ planned, 
tematic, scientific and organized pool- 
ing of employe creativity before the 
corpse is in the cofiin? The End 


on 


SVs- 


et us help make your next 
sales meeting the best one yet — 


at WORLD-RENOWNED = 


in the heart of wonderful northern 


Wisconsin. Take your sales seen 
convention and staff meetings into © 
other world.” 

ble facilities, owner manage 
ment; easy to reach. Private conference 
rooms; banquet and cocktail party — 
gourmet food. Steam health — in _ 
swimming pool, and all types of sports. 


Incompara 


Write or| phone us. 
LORETTA SULLIVAN FRANCES BLACKLOCK 
20 E. Jackson Bivd. 1775 Fremont Ave., S. 
Chicago, Illinois Minneapolis, Minnesota 
Phone: WEbster 9-7372 Phone: KEnwood 6230 
CLEVELAND OFFICE: PRospect 1-7827 
WASHINGTON OFFICE: EXecutive 3-6481 
NEW YORK OFFICE: MUrray Hill 6-6990 


NEARBY 
PENNSYLVANIA 


COMPLETE 
CONVENTION FACILITIES 
FOR MEDIUM 
AND SMALL MEETINGS 


Scenic, secluded location at the 
“top of the Pocono Mountains”— 
a fine hotel with every provision 
for successful meetings. Full con- 
vention equipment, experienced 


staff, fine accommodations with 
bath, wonderful food and every 
major sport. 


THREE MEETING ROOMS — for 
groups of 125, 75, and 50 persons. 
PUBLIC ADDRESS SYSTEM — and 
telephones in each guest room. 
VISUAL AIDS — bulletins, black- 
boards, slide projectors, motion pic- 
ture projectors. 


EXHIBIT AREA — central location 
in lobby. 

TRANSPORTATION — near junc- 
tion of Rts. 90 and 611 in the heart 
of the Poconos. Very convenient bus, 
rail, and air services. 

ONLY 90 MILES FROM NEW 
YORK AND PHILADELPHIA 


For additional information and 
available dates May, June, Sept., 
and Oct., 1956 and 1957 and 


1958 seasons, write to 
Edward C. Jenkins, Manager 


“SKYLINE INN 


and Cottages 


Mount Pocono, Pennsylvania 


NYT 


9 


let the 
Coast 

be your 
Host... 


For This 
CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo- 
cated in center of things for large 
conventions or sales meetings; 
rates do not vary with seasons. 
Excellent restaurants and enter- 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small meetings. 
Display space available for ex- 
hibitors. Outstanding banquet 
facilities. 


ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans. 


EXCELLENT RECREATIONAL 
ADVANTAGES 
Excellent fishing by deep sea 
charter boat or in inland streams; 
five 18-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway, 

Write or contact Cham- 


ber of Commerce in any 
of cities listed below. 


a 


“Nie 


AUTHENTIC IN DETAIL, complete circus is scaled in miniature for Pittsburgh Paint 
sound-color slide film. Above is filming of scenes; below, a frame from film. 


Peanuts, Posters, Sawdust 
“Flavor’ Circus-Theme Film 


Pittsburgh Plate Glass Company’s 
new sound slidefilm, “Carnival in 
Colors,” is a highlight of a series 
of sales meetings held across the 
country to show Pittsburgh Paint 
sales personnel and dealers what’s new 
in their organization’s sales and ad- 
vertising programs. 


Because Pittsburgh has a great 
deal to tell about its campaign for 
this year, the slidefilm, produced in 
color, with music and recorded nar- 
ration, sets the pace for the entire 
year’s program. 

The film is unique in many ways. 
Produced by Pittsburgh Paints’ 
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agency, Maxon, Inc., and The Jam 
Handy Organization, the slidefilm 
tells the story in terms of a circus— 
“The biggest show in the paint busi- 
ness, combined with a colossal ‘parade 
of profits.’ ”’ 

A complete circus, scaled in minia- 
ture and authentic in every detail, 
is used in the production of the film. 
It includes a big top, complete with 
its three rings, performers, animals, 
spectators, side shows, parades, mid- 
way. Authentic circus music, tape- 
recorded from one of the last of the 
old-time steam calliopes, attracts the 
crowds. Jam Handy’s creative staff 
estimates that 40,000 separate pieces 
of carving went into the entire lay- 
out, 

The slidefilm tells a double-bar- 
reled story. First, it shows the entire 
Pittsburgh Paint line from the home- 
owners’ point of interest, various col- 
ors and qualities for both interiors 
and exteriors, large array of sun- 
dry items that Pittsburgh produces— 
brushes, cleaners, sponges, paint roll- 
ers. 

Secondly, it tells about Pittsburgh 
Paint advertising program for the 
year, various media used, dealer co- 
operative plan. A final section out- 
lines the point-of-sale material that 
the dealer can use to tie in with the 
national program. This _ includes 
window displays, color cards, color 
racks and literature supplied to the 
dealer for use over the counter or as 
direct mail. 

Utilization of the slidefilm is in 
keeping with its “big top” approach. 

T. M. Riley, advertising manager 
of Pittsburgh’s paint division, pre- 
sented the film at a series of two-day 
meetings in key cities, staged by the 
home office sales staff with paint man- 
agers and other executives of ware- 
house and service branch organiza- 
tions of Pittsburgh Plate Glass Co. 

Warehouse managers and paint 
managers who saw the film at these 
meetings now are holding meetings 
in their own territories with Pitts- 
burgh dealers and prospective deal- 
TS. 

To carry out the circus atmosphere 
set by the slidefilm presentation, 
Pittsburgh Paint personnel decorate 
sales meeting facilities with a special 
series of “circus” banners and posters, 
strings of colored pennants, colorful 
inflated balloons. Enterprising man- 
agers build up the circus aspect by 
spreading sawdust on the floor and 
providing the traditional circus-day 
peanuts, popcorn and pink lemonade. 
Handbills and admission tickets are 
issued for the “big show,” circus- 
style, to motivate dealers to “get on 
the Pittsburgh Paint band-wagon for 
a bang-up year.”’ The End 
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WHAT DOES GARDNER 
DESIGN AND BUILD? 


convention and trade show exhibits, 


traveling shows, training ards, models, 


dioramas, point-of-purchase displays, 


salesman presentation kits, sales meeting 


properties, special presentations. 


PITTSBURGH 13, PA 
DETROIT. 26, MICH 
CHICAGO 8, ILL 

NEW YORK 17, WN. Y., 4! East 


VISIT OUR NATIONAL SHOWROOM 
PENTHOUSE, 41 EAST 42ND STREET, NEW YORK CITY 


Business groups and conventions 
meet with more success in the pleasant, 
peaceful surroundings of Natural 
Bridge. More gets done in business 

One of The Seven Netural sessions, for there are fewer 

Lecce a Ah distractions here in Virginia’s scenic 
highlands... yet there’s a variety of 
free-time diversions. Modern meeting 
facilities and sleeping accommodations 
are available for approximately 300 
guests, and meals are prepared and 

Natural Bridge Hotel, On 1,600 Scenic Acres served in the highest traditions of 

the Old South. We'll be glad to supply 


further information upon request. 


Air-Conditioned Rockbridge Center 
Has Game Rooms, Gift Shop, 


Swimming Poul with Goucs, Cates 7 a + at . ca ; 
teria and Snack Bor 
Bridge 


NATURAL BRIDGE OF VIRGINIA, INC. 
Modern 52-Unit Motor Lodge, 


Member Of Quolity Courts James N. Hunter, General Manager, Natural Bridge, Virginia 


WHEN 
CONVENTIONS 
COME 
MARCHING 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


.. . 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. . » superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
.-- 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


.. . guided tours of histone 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 


William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


BRASS BAND greeted each plane load of sales representatives. New arrivals marched 
around the airport before boarding busses which took them to first national convention. 


ARMED POSSE “arrested delegates at reception before the sales meeting. Prefabri- 


cated jail in hotel lobby housed all new salesmen. Later company executives were "jailed". 


How to Implement a Theme at 


A National Sales Convention 


BY CHARLES RESNIKOFF 


Vice-President in Charge of Sales, Mastic Tile Corp. of America 


Choice of a national political con- 

format for Mastic Tile’s 
convention seemed a  “nat- 
Not only was it timely 


vention 
1956 
ural,” 


since 56 is an election year, but the 


national theme was particularly ap- 
propriate for Mastic’s first national 
sales meeting. 

3efore this year we had held only 
regional sales meetings at each of 
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COMPANY EXECUTIVES wore top hats and ascots. Carl Resnikoff presents Seymour 
Milstein, president, and H. C. Hachmeister, executive vice-president, with special plaques. 


DELEGATES WORE hats and ties appropriate to the area which they represent. New sales- 


men wore serapes and peon hats. Everyone wore a large campaign button with ribbons. 


trade advertising 
scheduled for 1956. 
Planning started five months in 
advance at a special meeting of I. G. 
Rivers, our western division manager, 
representatives of the S. R. 


our three plants in Joliet, Ill., New- roots” 
burgh, N. Y., and Long Beach, Calif. 
When a new 


Houston we 


campaign 


plant was added at 
dec ided to hold a Nna- 
tional sales meeting in that city to 
give o Leon 
Co., our advertising agency and me. 


salesmen an opportunity to 
inspect the new plant. 

Our basic requirements for a suc- Responsibility for various aspects 
lighter side to of the program were assigned at that 
stimulate interest and avoid boredom; first Charles DeMatteo 
a format which allows full partici- integrated all the details. I. G. Rivers 
pation by each representative, and was responsible for arrangements at 
a theme in which we can introduce the Houston plant. 
our new products with full impact Political 


were Ww herever 


cessful meeting—a 


meeting. 


theme was played up 
met by the political convention possible, Main hook be- 
theme, tween the political theme and the 

In addition, the political format Matico sales meeting was nomina- 
proved ideal for highlighting “grass- tion of a slate of candidates—our 
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For 
HIGHLY 
SUCCESSFUL 
MEETINGS 


its 
hiqh point inn 


IN THE PICTURESQUE 
POCONO MOUNTAINS 


@ All rooms with private bath and ‘phone 
® Accommodations for 150 people 
© Large variety of modern meeting rooms 
®@ Unexcelled Pennsylvania Dutch Food 
© 16mm sound movie projector and screen 
© Public address system 
® Panels and blackboards 
@ Raised speakers platform with rostrum 
@ 2” x 2” and 35mm kodachrome 

slide projectors 
© Easily accessible by car, 

bus, rail or air... 

only 100 miles from New York City 


RECREATIONAL FACILITIES 


golf, 9 & 18 hole courses 
deck tennis a 
2 swimming pools 
badminton 
shuffleboard 
horseback riding 
archery 
billiards 
sun bathing 
croquet 
table tennis 
horseshoes 
mountain hiking 
indoor games 
putting green 
outdoor barbecues 


For full information and brochure, write: 


Chas. D. Geissinger, Managing-Owner 


Inq ha 
point 
1 


Mount 

Pocono 55, 

Pa. 

Call Collect Mt. Pocono 3811 


various floor and wall covering prod- 
ucts. Slogans like “Vote the Matico 
Line,” and “Tippecanoe and Matico, 
too,” were used. 

Each person attending the meeting 
was given a political party title ap- 
propriate to his status in the com- 


attend their first sales meeting—we 
decided to call alternate delegates. 
Hats and ties characteristic of the 
four different sales regions were is- 
sued to everyone. Dignitaries wore 
top hats and ascots; visitors (people 
attending the meeting who were not 


nas. Davy Crockett hats and black 
string ties were selected for the south 
west division; the western represen 
tatives were assigned cowboy hats 
and braid-rope ties. Lackeys sported 
peon hats and red serapes. 


actually Mastic Tile personnel, such 
as representatives from our advertis- 
ing and public relation agencies) 


pany. Our top executives were 
called “dignitaries.” Regional sales 
managers were named chairmen of 
their particular delegations. District were assigned straw hats and bow 
managers were called regional chief ties. For the eastern division, we 
delegates of their divisions and sales selected brown derbies and ivy league 
representatives were delegates. Lack- ties; the midwest division wore 
eys—our name for new salesmen who farmer straw hats and red bandan- 


Names on Pennants 


Other gimmicks to carry out the 
political theme were used, Large 
campaign badges with each represen- 
tative’s name and title were present- 
ed upon arrival. In addition, a pen- 
nant reading “Win With Matico in 
’56,” with each representative's name 
and territory stitched underneath was 
given to each person attending the 
convention. 

A special newspaper, ‘““The Matico 
Campaigner,” containing the com- 
plete meeting program welcomed the 
delegates. A special “campaign” 
song was featured. 

Months of planning went into 
every phase of the meeting. Re- 
sponsibility was divided roughly into 
what had to be done as part of the 
program and what had to be ar- 
ranged in Houston. Advertising de- 
partment and agency began work un- 
der DeMatteo, and Rivers assigned 


THE KING COTTON 


IN GREENSBORO, NORTH CAROLINA 


In the heart of a beautiful piedmont city, 
a modern 14-story fireproof meeting spot! 


¥ e The King Cotton accommodates groups up 

‘’ to 400 throughout the year, with 225 

= bedrooms and 12 suites available—all 
modern, freshly furnished; air-conditioned. 


@ Five well-equipped meeting or banquet 
J A" _ rooms, one of 500 capacity with unobstructed 
view of 24 x 11 stage. 


ONLY 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 58th St. entrance to your exhibit at 
the Coliseum. 

Make your headquarters here at the 
Henry udson Hotel and save time, 
money and energy. 
1200 Rooms 1200 Baths 
Single $5-$7 Double $9-$13 
You'll enjoy The Voyager, our new dining 
and supper club, featuring The 3 Suns 
nightly. 

You'll relax in our modern cocktai! lounge 

—The Chartroom. 

Cafeteria « Banquet and Meeting Rooms 

¢ Ample Parking—2 Cocktail Lounges. 

Swimmin: Pool, Gymnasium and Sun 
Decks Complimentary to Guests. 


ALBERT F. KOENIG—Gen. Mor. 


This “hotel of the far-famed name” has 
proved ideal for area groups and na- 
tional meetings. Nearby, five 18-hole 
golf courses. New-old Greensboro is 
the center for 8 colleges, a variety of 
thriving industries, encircled by beauti- 
ful countryside rich in historical interest 


@ 4200 square feet of exhibit space on one fioor, 
e Complete meeting equipment available— 
16-mm projector, PA system, spotlights, etc. 


Rogers Rudd, Manager 


HOW TO MEET WITH SUCCESS: 
Good work gets done—then play is fun! 


When you meet at Sedgefield Inn, you'll like the easy 
way you get things done at working sessions . . . the 
fine food, smooth service at luncheons, banquets... 
the deep chairs everywhere, for talking with old 
friends . . . the suites, for private conferring . . . the 
personalized refreshment arrangements. Then, for 
play: at the Inn door, 18-hole championship golf. . . 
putting greens...riding horses...tennis...the outdoor 
heated pool...and the grand trees and rolling hills of 
Sedgefield’s many-acred estate. Every thing you want, 
including genuine happy-to-have-you hospitality ! 


Sedgefield Iun 


at Greensboro 
North Carolina 
Harold Colvert, Mgr. 


Drive Route 29, 70; or 
come by Eastern, Capital 
and Piedmont Airlines or 
Southern Railway 


* Accommodates groups up to 200, 
with 100 bedrooms, 10 suites, many 
air-conditioned,allnewlydecorated 
* 8 private meeting rooms, one the 
detached Manor Hall seating 500 
with plenty of legroom,un-pillared 
* 3 banquet rooms, largest seating 
up to 500 for comfortable service 

© 6000 sq. ft.exhibitspace onl floor 
* Complete equipment available— 
16-mmprojector,PA,spotlights,etc 


COlumbus 
5-6100 


353 W. 57th St., New York 19, N. Y. 
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representatives from the western and 
southwestern divisions various tasks. 

Transportation posed a_ special 
problem. Because we planned to meet 
each plane with a brass band, we 
wanted as many persons as possible 
arriving on the same plane. Each 
division manager secured tickets for 
the men in his division. Brass band 
—a group of professional musicians— 
was booked well in advance by a 
member of our southwest division in 
Houston. 


Theme a Secret 


Theme of the convention was a 
well kept secret and we worked hard 
to build suspense. Houston Cham- 
ber of Commerce contributed sev- 
eral teaser mailers. A dummy $1,000 
bill “to be spent only in Texas” was 
sent out to each individual. Mock 
insurance policy covering the Texas 
stay was sent the following week. 
Rubber tile in the shape of the map 
of Texas and reading “‘Welcome to 
Texas” was produced at our Houston 
plant, and also sent out in advance. 

Our advertising agency secured the 
badges and pennants. Buttons were 
obtained from a firm which special- 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
International Live Stock Exposition— 
International Kennel Club Dog Show 
—International Dairy Show and 
Rodeo—The Chicago Home of the 
National Metal Exposition—Interna- 
tional Heating and Ventilating Expo- 
sition, Democratic National Conven- 
tion, National Packaging Exposition, | 
Materials Handling Exposition, Na- 
tional Machine Tool Builders’ Show, 
Road Builders Show and other leading 


Expositions. 
7 


izes in campaign buttons for regular 
political conventions. A college pen- 
nant company prepared the pennants 
with representatives’ names. Consid- 
ered one of the most effective devices 
at the meeting (everyone took his 
home—mine is now over my desk 
at the office) these pennants, with the 
individual lettering, averaged only 
about 25c each. 

We did run into a problem, though, 
when we found two new salesmen 
were going to attend the meeting. One 
of our executives took the white let- 
tering with the names of the sales- 


men who were no longer with us off 
the pennants, and lettered the names 
of the new lackeys in with white 
chalk. 

Our public relations agency, the J. 
P. Lohman Organization, worked 
with DeMatteo on the production of 
the newspaper and campaign 
sheet. Name of every person at- 
tending the meeting was included in 
the paper. This was done in a nat- 
ural manner by having a gossip col- 
umn with puns and personals about 
some of the delegates. To make sure 
that the paper would arrive in time 


song 


Individual Displays 


Oo 


=k Complete Sales Meetings 


eas 


Staged Sales 


Presentations 


from 


DISPLAY 


and 


EXHIBIT 


SPECIALTIES — 
_ COMPANY — 


We offer a complete service for the preparation 


and production of SALES PRESENTATIONS. 


Y Trade Shows 
y Transportation and Handling 
Y Banquets and Entertainment 


VY Moving Pictures—Slides 
and Photography 
8 


Y Signs and Banners 


440,000 Sq. Ft. Exhibit Space Y Sales Presentations 
Individual Halls 


4,000 to 180,000 Sq. Ft. V Idea—Theme 
4 Y Script and Format 
ane Sees ee Y Production and Building 


Air Conditioned 
Many Smaller Meeting Rooms VY Direction—Choreography 
and Music 


New Public Address System 


Parking for 4,000 Cars 
15 Minutes from Loop Hotels 


| International Amphitheatre 
42nd & Halsted Chicago 9, Mf. | 


All material and talent on 100% union basis. 
Member Exhibit Producers and Designers Association. 


+ sayngis3® 


Display and Exhibit Specialties Company 
1014 Lynn, Detroit 11, Michigan Telephone TUlsa 3-0602 
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MEETING ROOMS 
25-800 CAPACITY 
. 


DINING ROOMS 
25-1000 CAPACITY 


. 
537 GUEST ROOMS 
55 SUITES 


ADEQUATE 
EQUIPMENT 


EXPERIENCED 
STAFF 


J. J. FARRELL 
Manager 
PALM 
BEACH 


Lilémore 


GLOWING WITH FACILITIES 


CABANA 
TERRACE 


BEACH CLUB 


. 
RECREATION 


GARAGE 


YACHT BASIN 


ENTERTAINMENT 
NIGHTLY 


L. E. AMES 


Sales Director 


PALM BEACH 
FLORIDA 


== » 


The Picturesque Alpine Inn 
in the Wonderland of the 
Laurentian Mountains offers 
the Finest Facilities for your 
Meeting and Convention. 


For information and reservation, apply 
THE ALPINE INN, Ste. Marguerite Station, 
Que., CANADA. 


New York Representative: William P. Wolfe 
Organization, 500 Fifth Avenue, Tel. LOngacre 
5-1114 


The Finest Canadian 
Year-Round Resort 


THE ALPINE INN 


and COTTAGES 
A Cardy Hotel 


52 MILES NORTH OF MONTREAL 


Telephone in each room 

Bedroom occupancy: 205 

Dining Room seating capacity: 212 

Meeting Rooms accommodating 110 and 280 
P. A. System throughout the Building 

Projector 16 MM 

GiftShop—Ping Pong Room 

Music and Dancing Nightly 

DOW JONES Financia! News Ticker 

Centrally heated and sprinkler protected 


9%-Hole Golf Course, Spring-fed Swimming 
Pool, Putting, Croquet, Quoits, Tennis, Skat- 
ing, Ski School, Ski-tow, Ski shop. 


Free Parking for 200 cars 


(250 iota 


ROOMS OF anissed 
All New tile baths 
* PERFECTLY LOCATED 


block from University of 


Mey 
$ 


Colifornia, | block from 
vic Auditorium and Little 
Theater, in center of main 
shopping and theater area 
EXPERIENCED STAFF 
to make your 
meetings more effective 
ond pleascnt 


Mrs. Walloce H. Miller, Owner 
George J. Willis, Manager 
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NS 


Whe 
vs Day fired ALL NEW 


Com fe lele facilities 


for medium and small 
groups, (10—200) for 
your sales and convention 
meetings 

400-capacity banquet 
room, 8 meeting rooms 


(we had extra copies since printing 
costs after initial typography are, of 
course, negligible), 100 copies were 
shipped air express, DeMatteo car 
ried 100 copies with him, and a rep 
resentative of our PR agency also 
brought 100 copies with him. We 
weren't taking any chances! 

We had to ship some of our equip 
ment. Since we rehearsed and pre 
pared the presentations in New York 
with particular equipment, such as 
an old model Webcor tape recorder 
and then found that model was not 
available in Houston, it was neces 
sary to ship it down. 
also a problem with the delicate 
instruments necessary for the demon 


Shipping was 


stration by our vice-president 


charge of research. lo solve this 


} 


we bolted the instruments inside 


so no movement 
was possible. 


Local Arrangements 


Hotel reservations and dinners 
were arranged by a member of out 
southwest division. We decided to 
eat at a different restaurant or club 
every night, so special busses had to 
be chartered to transport the men to 
the restaurants. On Tuesday night 
we arranged a trip to San Jacinto 
the permanent mooring place of the 
old battleship Texas, and combined 
dinner with sightseeing. 

All delegates arrived Sunday night 
since the meeting was scheduled t 
open officially on Monday morning. 
After registering in what we called 
the “Tile Lobby’—a _ registration 
desk in the lobby manned by a pro 
fessional model, in cowgirl costume 
rented for the occasion, a reception 
was held to greet the delegates. 

As an ice-breaker and to set the 
light tone of the meeting, a stunt 
had been arranged 
Houston Chamber of Commerce and 
the local sheriff’s office. After the 
party had been under way for about 
one-half hour, an “armed” posse 
waving guns that looked like relics 
from a Jesse James movie and cos- 
tumed to match, ‘‘ambushed’’ the 
gathering. <A prefabricated jail had 
been hidden behind a screen earlier 
in the evening. The armed posse 
attacked the gathering and locked the 
lackeys into the jail. Then, as every 
one got into the spirit of the stunt, 
dignitaries also were “jailed.” 

Once the posse had been unmasked, 
the sheriff and his deputy swore in 
the Matico board members as hon- 


working thr ough 
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orary deputies. Stunt was a unique 
way of presenting the key to the city 
to the visiting Matico dignitaries. ‘ 
Effect was an immediate loosening Facts About Puerto Rico for 
and the desired atmosphere was set. 
One extremely effective idea which 
we tried for the first time this year C e A 
was to utilize field salesmen as speak- onvention anagers 
ers. In addition to a facility to dis- 
iss problem from the sales represen- 


tative’s own point of view, it also 
allowed the speaker himself to de- Today, more and more conventions, sales meetings 
velop an identification with the com- and post-convention tours are being planned for 
As an Hs expand his own poten- Puerto Rico, especially by medium-sized organiza- 
oe ne tions. Here are some of the reasons why they choose 
this island at the gateway to the Caribbean. 

Drums and Cymbals 


lo add to the convention atmos- Magnificent Recreation. You'll en- your needs. Exhibit space is avail- 
phere we used the same brass band joy superb swimming and deep able for all types of conventions. 
that appeared at the airport to punc- sea fishing in the Caribbean. Golf 
. ec at Morro Castle. Casinos to rival 
1ate the program with music with a : : - 

; ; , Monte Carlo. Smart night clubs. 
convention flavor. Our lackeys were hed the Weatel? Pein: Minas 
equipped with bass drums and cym- temperatures stay in the sunny 
bals to whoop it up at appropriate 70’s all vear ’round. , tie up your travel there. No pass- 

; ' ports or foreign currency are 
Ample Hotel and Meeting Facili- needed. For complete details, 
he Mat; lid q ties. You’ll find modern, air-condi- write: Box SM-4. Commonwealth 
the Mati yroduct-ci ates, floor ; : e , > 
7 atico product-canaigates he tioned hotels in San Juan, with of Puerto Rico, Economic Develop- 
iteendiinbainaitmaiin scales. cl he al ' 4 : 4h: sins , 
demonstrations were set of by the plenty of meeting rooms and ¢a- ment Administration, Division of 
lackey group which had been instruct pable staffs eager to anticipate Tourism, 579 Fifth Ave., N. Y. 17. 
ed in advance: 


Easy to get to. Puerto Rico is 
only 5% hours by air from New 


York and less than 4 hours from 
Miami. There is no red tape to 


moments in the program. After the 


nominating speeches for each of 


Main purpose of holding our first 


1ational convention 1n Houston was 
o familiarize all our men with the 
plant there, To this 


end, a thorough oul of the plant e 
Sain Dott as eS a sales meeting ahead ? 


ifives in Houston. 


ration of cu 


Guide signs were posted through You'll be ahead, too, if you 
out the plant, and a mimeographed let the Braniff Convention 
sheet to explain what was happening Bureau take care of all your 

each post was distributed to dele transportation problems. 
rates. Ea ales division was taken We're old hands at this 


through separately by the plant man- sort of thing. 


rer who explained the operation. 


' Just pick any city in the U.S.A. 
Questions were held until the end of trom Canede to the Gulf 
elas tents / 
ene tour. from coast to coast—and we'll 
We were introducing a new color do your travel planning 
line of vinyl-asbestos tile flooring fo We ay chores. for one, six or a small 
the first time at the convention. This : ; army of conventioneers. 
line had been designed by a Los An 


Same goes for get-togethers 
in Latin America—where 
Braniff serves eight countries. 
Our central control system 
handles space to anywhere on 
Braniff routes or connecting 
airlines. No charge. Get in 
touch with us now. 


seles color coordinator. As a sur- 
prise feature of Wednesday’s meeting 
when we introduced the new prod- 
ct, we also introduced Margaret 


Lowe, the designer, in person. She 


exvlained the significance of the new 
colors and described the research 
her firm had conducted to develop 


the new color line. 


We believe that when utilizing an 
overall theme which relates a meeting BRANIFF 
a contemporary topic, it is best Urlernalional 
» let the tie-ins be natural. In AIRWAYS 
In other words, ‘don’t milk it.” To 


depict a political atmosphere, we re- 


stricted it to those subjects to which - Write: Convention Bureau, Braniff International Airways, Love Field, Dallas, Texas . 
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‘ 


up to theatre size and fuil of detail 
impossible with « Mazda projector. 


s and training 
Hamm's 


uneconomical ro 
ere 

deal w or 

Kmpossible illumination for 
desirable 
taking notes. 


Projects 31" 


to 


0° 
te maintain room 


Chucnc CORPORATION 


Projection 


it seemed applicable. When certain 
aspects of our meeting called for 
a “straight” presentation, we let it 
happen that way, rather than pull in 
the theme at the expense of the mes- 
sage we wanted to convey. 

To sustain impact, we have sent 
souvenir albums—with a group of 
about a dozen photographs—to each 
individual who attended the meeting. 
In addition, a special edition of ‘‘Mat- 
ico in the News,” our publicity clip- 
sheet which is sent to the firm’s 
executives, salesmen and some of our 
large accounts, has been devoted to 
newspaper stories about the meeting. 
Booklet of highlights from the vari- 
ous speeches was sent to all our sales 
representatives. 


Not Perfect 


Don’t get the idea that the whole 
meeting went off without a hitch. 
‘There were a lot of details we over- 
looked, and a number of things we 
would do differently next time. 

For one thing, a very tight central 
control of necessary. 
Difficulties involved in coordinating 
between three or four key points tend 
to increase the detail work—the heavi- 
est burden in an operation such as 
this. 
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Broadway theatres 
Owner 


sures personalizeaGc service 


Director of Sales for illustrated brochure 


BARBIZON-PLAZA 


106 CENTRAL PARK SOUTH AT 6th AVENUE 


overlooking Central Park 


Room Selection 


In determining the size of the 
meeting room it’s a good idea to fig- 
ure at least 25% more than the at- 
tendance would seem to indicate. Be- 
tween equipment, movement, and 
last minute arrival, more space is 
always necessary. Make sure the 
temperature of the room can be con- 
trolled. I’d make this a firm rule. 
The mustiness in a room filled with 
80 people is very hard to determine 
in advance, and the thickness of the 
atmosphere also varies with the num- 
ber of props you bring in. There- 
fore, a room in which you can regu- 
late the amount of air conditioning 
is absolutely essential. 

Speaking of the convention hall, 
it absolutely must include a prop al- 
cove. We used a number of 
prise’ displays which were covered 
with sheets until the appropriate time. 
It’s important that these displays be 
out of the way but readily available 
when the time comes. Beside that, 
when you schedule one speaker right 
on top of another, his presentation 
material should be close at hand. 
Therefore, make sure the convention 
hall has some kind of “backstage set- 
can be assembled 


and kept in readiness. 


*“sur- 


up” where props 


Meeting Costs 


Now, we come to an all-important 
essential—cost. Aside from usual ex- 
penses incurred in any sales meeting 
of this size (hotel rooms, meals, 
transportation ) we spent about $3,500 
on the materials for the meeting and 
to carry out the theme. This in- 
cluded banners, costumes, posters, the 
newspaper, slides, tapes, and a num- 
ber of other essentials for decorations 
and presentations. 

However, for our next sales meet- 
ing, now that the important fact of 
touring the Houston plant is out 
of the way, we will probably use a 
resort. 

For one thing, three of our plants 
(with the exception of Houston) are 
located*in cities that are too small 
to supply the necessary facilities for 
an extended convention. 

We also believe that the cost fac- 
tor would be decreased since a sub- 
stantial part of the expense 
traceable to dinners out-of-town and 
related transportation. 

One second thought—remember to 
tell the executives who work on the 
advance preparation for the meeting 
to schedule a vacation—or rest cure 

-immediately after it’s ! 


was 


over! 
The End 
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WHAT NOT TO DO: 


10 Pitfalls in Planning 
Travel Incentive Contests 


BY J. HERBERT STICKLE 


Travel Counselor, Belnap & Thompson, Inc. 


Within the past few years, there 
has been a rapid increase in the num- 
ber of travel incentive programs con- 
ducted by corporations. The year 1956 
promises to be the most important 
travel year in history. . 

There are several reasons for the 
recent increase in interest in travel 
programs. Of prime importance, cor- 
porate officials are beginning to recog- 
nize the value of the travel incentive 
in attaining sales objectives. 

Important, too, executives rapidly 
are becoming familiar with the me- 
chanics of holiday excursions. They 
are discovering that, properly han- 
dled, a‘group occasion can be a valu- 
able tool to cement relationships be- 
tween a company and its dealers, dis- 
tributors or employes. 

In addition, the concern with which 
many officials formerly viewed travel 
programs has proved to be without 
foundation. Intelligent planning of 
the travel incentive program, coupled 
with efficient administration of the 
travel occasion, make possible effective 
harnessing of this valuable tool of 
sales management. 

Travel adds excitement, appeals to 
imagination, provides a change of 
pace, adds recognition to the element 
of reward, appeals to wives and can 
be fitted into relatively modest budg- 
ets. 


Rules for Success 


An analysis of a wide variety of 
travel incentive programs discloses 
that companies that observe a few 
simple rules enjoy successful pro- 
grams — virtually without exception. 

The 10 pitfalls to avoid are: 

1. Don’t view incentive travel as a 
commodity — as a “trip” which one 
can purchase, offer to participants as 
a prize and then forget. Travel is a 
specialized type of motivation and, as 
such, requires special planning. 

2. Don’t expect the lure and ex- 
citement of travel to carry a sales 
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incentive campaign alone. Travel re- 
quires the same organized promotional 
assistance one expects to give any 
other incentive program. Travel does 
have the extra sparkle that stimulates 
participants to outstanding efforts — 
but only if it is properly promoted. 

3. Don’t let your travel program 
interfere with normal vacation peri- 
ods. Even modest travel programs 
will stimulate a greater participant 
enthusiasm if the company throws in 
the extra time to permit winners to 
enjoy awards. 

4. Don’t pick a destination simply 
because the chairman of the board has 
pleasant recollections of a golf game 
there. Incentive program participants 
may have widely divergent tastes. Rec- 
ognition of this fact can add extra 
“pull” to the travel magnet. 

5. Don’t select resorts close to 
home to save on the transportation 
investment. They are glamour spots 
to people who come from a long dis- 
tance but participants who live nearby 
tend to view the promise of a local 
holiday as something less than earth- 
shaking. 


Consider Big Cities 


6. Don’t discount parties in New 
York, Chicago and other big cities 
because the company happens to be 
located there. These cities have fa- 
cilities for lavish entertainment—and 
they offer a great thrill to the boys 
from far-away places. 

7. Don’t take it for granted that 
your travel program participants will 
be itching to pick up and take off, 
even for exotic far-away places. De- 
spite the rapid rise in total volume of 
consumer travel since World War IT, 
the fact remains that mosz selling peo- 
ple in lower eschelons are inexperi- 
enced travelers. Make certain that 
program winners go in some sort of 
group — whether it be three couples 
or 300. Reason? So that winners can 
“talk shop.” A surprising number of 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 * 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW BEING 
MADE FOR 1956, 1957 AND 1958 


For information write 
Loretta E. Ziegler, 
Convention Manager 


Clifford R. Gillam, General Manager 


i TTT CIM 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


HOTEL 
HERATON-{ sIBSON 


Complete Convention Facilities 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


Your 
CONVENTION SITE 
of the Deep South *% 


Everything under one roof 
rooms for small, Regional or 
tional groups, banquet and dining facil- 


meeting 


large Na- 


ities. Beach swimming pool 
18-hole championship golf-course 
ing planned entertainment. 


private 
dane- 


We specialize in personalized attention! 
100% AIR-CONDITIONED 
Inquiries appreciated and promptly 
handled. Write: 


A. P. SHOEMAKER General Manager 
N. MEISNER, 
Convention Manager 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


Edgewittr Cui ~ 


EDGEWATER PARK, MISS. 


people have never had time to learn 
how to talk anything else. 

8. Don’t discount the power of a 
stag occasion with certain groups of 
people. Experienced travelers plan 
their social travel months in advance. 
These people welcome the convention 
type of activity. Most men like to 
get out with the boys and welcome a 
true business event. 

9. Don’t skimp on travel cost. Peo- 
ple who participate in a travel ad- 
venture have done more than simply 
win a prize. Regardless of destination 
or mode of travel, participants become 
guests of the sponsoring company. 
Ultimate purpose of group occasions 
may be defeated if participants have 
to travel other than first class — or 
dip into their personal funds to cover 
items which look like incidentals at 
the time the budget is being prepared. 

10. Don’t discount the possibility 
that problems can arise unexpectedly 
during the holiday occasion. When 
trains are late, planes are grounded or 
ships don’t sail, be sure there are peo- 
ple on the ground who are familiar 
with every phase of the program and 
who can move quickly in event of any 
necessary change in plan. At the same 
time, presence of such people can turn 
a possible untoward event into a 
never-to-be-forgotten experience. 

For example, one large group re- 
cently boarded an ocean liner the day 
the crew went on strike. Fast foot- 
work, plus a large-scale airlift opera- 
tion, brought warmest praises from 
participants — and increased respect 
for the sponsoring company that had 
sufficient foresight to make plans for 
any emergency. The End 


Dates and Places 
For Sales Confabs 


Regional 


clinic 


sales conferences, 
and rallies under spon- 
sorship of National Sales Execu- 
tives, Inc., 136 E. 57th St., New 
York 22, N. Y. 


APRIL 
Minneapolis, Human Relations 
Clinic 
Indianapolis, Sales Clinic 
Atlanta, Sales Congress 
Louisville, Sales Rally 
San Jose 


Sales Management 


Conference 
Seattle, Sales Rally 
25-27 Fort Wayne, Sales Clinic 


St. Petersburg, Florida 


Has more ¢ Her ¢ ur next nventior 


ampa Bay on beautifu 


rks. Swimm Golf and 
f Beach facilities at exclusive private 
ubs. All other sports, recreations,. enter 
tainment nearby. Season: December to mid 


Apr 


Sterling B. Bottome, Managing Director 


HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


Ras Ree ©. 


AUGUSTA, GEORGIA 
"Golf Capital of the Nation" 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED . . . including 
@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, ouidoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 
Harold Lieberman, Managing Director 3] 
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You can set your sights on a big show when you 
book it in Chicago's most modern exhibit area— 
the Morrison. Located in the heart of the loop, 
it's convenient to all forms of transportation, 
shopping, business, and entertainment! Offering 
a total of 1867 guest rooms; 30 air conditioned 
meeting rooms for 45 to 2000 persons; space for 
770 booths and sample rooms; and unexcelled 
banquet facilities, the Morrison has all the space 
you need for your biggest shows. 


sony way you look atc... 


the MORRISON has the finest 
facilities for any show or 
convention regardless of size! 


FACILITIES 
MEETING MEETING DINING 
ROOMS CAPACITY CAPACITY 
LOWER LOBBY 
Terrace Casino 
MEZZANINE 
Cotillion Room 
Embassy Room 
saegmney Room 
Hollywood Roorn 
FIRST FLOOR 
*Constitution Room 
Ballroom & Balcony 
Parlor A 
Parlor 8 
Parlor C 
Parlor D 
Ballrooms & Parlors 
Converted to | unit 
SECOND FLOOR 
Parior E 
Parlor F 
Parior G 
Walnut Room 
Venetian Room 
THIRD FLOOR 3” FLOOR—BOOTH \AYPMLise sompeh 
Madison Room 350 


Exhibition Hall 21,000 sq. ft *The addition of our new Constitu- WM. HENNING RUBIN, Pres. JOHN B. GRANDE, Gen'l. Mgr. 
427-29-32-34 z each tion Room on our Grand Ballroom W. FRED PUFFER, Director of Sales 


pa a) ae Oe) a oe coe 


+ floor offers unexcelled flexibility 
528-30-32-34-36 40 each 

605 50 35 in the coordination of meetings, TELETYPE CG 1685 
Bungalow (42nd floor) 45 catering, and exhibit functions. FRanklin 2-9600 


NAorrison Hotel 


MADISON AT CLARK ° HICAGO 
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v" 
19 9 war 
AS RUAMALAA SF UA 


Meeting Space for 2000 
Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 
Free Parking in Hotel Grounds 


Largest Hotel in Atlanta | 


4 


ELBE'S PRODUCT, in heroic proportions, becomes exhibit background. 


Could Your Product Be 
Its Own Best Exhibit ? 


No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Prospect 1-7827 


POCONO MANOR 


POCONO MANOR. PA. 


JOHN M CRANDALL, General Monoger 


Giant-sized product offers best exhibit design this com- 


pany ever had. It's flexible, expandable, self-contained. 


BY T. R.. SMITH 
Sales Manager, Elbe File & Binder Co., Inc. 


The display must be inexpensive, 
rugged, light in weight, flexible, ex- 
pandable, offer maximum display 
area, be quickly assembled and dis- 
assembled, form its own shipping 
crate, and above all, be one of the 
most eye-catching displays on exhibit. 

Every advertising and sales promo- 
tion manager has tackled a tall order 
like this more than once. 

The unique display, which was 
conceived, fabricated, and on exhibit 
in 10 days, proved its worth by help- 
ing to attract 368 choice sales pros- 
pects, as compared to 89 for the 
same show the previous year. 

The company concerned is a large 
manufacturer of loose-leaf binders 
and sales presentation equipment, and 


its display was ‘“‘chosen from stock.” 

It’s possible that companies whose 
products are “small enough to carry” 
may find this display idea applicable 
to them. MHere’s how it was done. 

Model of a 3-ring loose leaf binder, 
the exhibit was designed 61/, ft. tall - 
with two 4 ft. wide hinged covers. 
The ring binder display was com- 
pleted with realistic mechanism and 
sheet lifters. It probably is the world’s 
largest ring binder. 

Covers were constructed with top 
and bottom horizontal channels on 
which were supported two 4 ft. ex- 
tensions, making the display expand- 
able from 8 ft. to 16 ft. in width. 
Extensions were decorated in a con- 
trasting color and appeared as back- 
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ground rather than an actual exten- 
sion of the cover. 

Material used was 4 inch mason- 
ite pegboard, with | inch between 
hole centers, Covers were joined to 
the backbone and mechanism by two 
long, continuous piano hinges. Mech- 
anism consists of a curved 10-inch 
by 6'%-inch sheet of nickeled steel 
with large rings bent out of alum- 
inum tubing. Every part of the basic 
display was of permanent construc- 
tion to make it rugged and damage- 
resistant. 


4 EXTENSION 


Mechanism occupies only a 10-inch 
wide section in the center of the dis- 
play, leaving the remainder of the 
area open for mounting pegboard 
brackets on which the products are 
displayed. Sliding extensions can be 
drawn out to any desired length up 
to 16 ft., offering large additional 
display area. 


Fits Any Space 


Flexibility of this loose leaf binder 
display is its greatest virtue. It lends 
itself to any booth size or shape. It 
can be used against a wall or in a 
with the covers extending 
from the corner to 8 ft. in either di- 
rection. Versatile pegboard construc- 
tion makes possible a variety of group- 
ing arrangements and display tech- 
niques. 

Small 
mately | 
out of 


corner 


approxi- 
inch by 6 inches were cut 
heavy cardboard with holes 
punched to match the spacing on the 
pegboard, so they could be suspended 
from the pegboard fixtures. All fix- 
tures, lights and signs were made with 
hole centers with even inch spacing 
for easy attachment to the pegboard 
with simple screw posts. 


identifying signs 
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Bring your products to your prospects 
with DRAMATIC IMPACT 


New stereo projector 
a hoon to “big ticket” selling... 


e 


The new Compco Triad Projector is a remarkable achieve- 
ment in advanced selling techniques. Think of it! You can 
now show life-sized, full color three-dimension pictures of 
your products to one or a hundred viewers—at the same 
ime! It’s ideal for showing extensive lines, heavy equip- 


conventions and training sessions, Prospects are 
amazed at the sparkling brilliance, clarity, 
natural depth and convincing realism. A Triad 
3-D presentation eliminates costly transporting 
of heavy equipment from city to city and the 
need for taking prospects to “‘on the job” in- 
stallations. Selling from flat photos, small pic- 
tures or inconvenient hand viewers is now 
obsolete. Leading companies have adopted the 
Triad selling system enthusiastically. The 
Compco Triad is actually two projectors in one. An 
instant changeover permits manual or automatic 
viewing of 2” x 2” (35mm) slides. 


Write for FREE Bulletin 


learn how you can step up your selling efforts, 
more successfully, with the new Triad Projeetor. 


PHILADELPHIA 


LOCUST STREET AT SEVENTEENTH 
TELEPHONE PEnnypacker 5-3800 «+ TELETYPE PH 376 


Distinguished _Gecommeoddmtions- 
and Services for Gyoufis ft M550 


A hirkeby Hotel 


REPRINTS AVAILABLE 


Following reprints are available in limited quantities. Write: Readers’ Service 
Dept., Sales Meetings, 1212 Chestnut St., Philadelphia 7, Pa. 
Do Good Speakers Avoid Your Meetings? By Samuel B. Shapiro. 10c each. 


Executive Cue Sheet For Planning a Meeting. By Beckhard & Feinsot. !0c 
each. 


How to Be A Clever Conventioneer. By E. D. Parrish. 5c each. 


How to Handle "Squares" at Round-Table Discussions. By Paul Roberts. 
10c each. 
What Do Jobber Salesmen Really Think of Manufacturers’ Sales Meetings? 
10c each. 


40-Point Check List and Four Rules for Planning. By William Rados. 5¢ each. 


Conventionally speaking 


THE ONE—THE ONLY 


MIAMI 


gives you more to do, more to sce. 
more thrills, more fun.. 
more comfort, more facilities 
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Write: CONVENTION BUREAU, 320 N.E. Sth St., Miami, Fla. 


To HAVANA by SEA 
Comer Cruiser frou 


via %SFLORIDA 


Highlight your Cuba meeting with a delightful overnight cruise on the popular 
500-passenger S/S Florida—sailing Mondays, Wednesdays, and Fridays from Miami 
This romantic foreign voyage also makes a wonderful extension to Miami-Miami Beach 
conventions. Round trip fare includes four meals in air-conditioned dining salon, all 
outside staterooms, dancing and entertainment . . . $36 up plus tax 


For descriptive folders and full information, write: 


STEAMSMIP CO. THE PENINSULAR & OCCIDENTAL STEAMSHIP CO. 
P. O. Box 1349, Miami 8, Fla 


Binder was set at 6% ft. in height 
to facilitate handling on elevators and 
stairways.: An approximate 1% ft. 
area above the binder was reserved 
for special signs, keeping within the 
8 ft. height restriction imposed at 
many exhibits. 

Inasmuch as the display is a large 
loose-leaf binder, three sides of the 
crate automatically are furnished. 
Ihe fourth side consists of a 12 inch, 
specially hinged section attached to 
one of the sliding panels which is 
drawn out and hinged to join the 
opposite cover. A top and bottom 
cap, which are used for shelves when 
the display is open, complete the en- 
closure of the crate. 


“set up” quickly at the 
beginning of a business show, and 
perhaps more important, getting out 
quickly at the end of a show, we 
consider of prime importance. Our 
display meets these requirements as 
simply and as quickly as opening a 
book. With all the fixtures and at- 
tachments conforming to pegboard 
spacing, the display goes up or comes 
down ahead of all the others. 

Overall display, crated for ship- 
ping, weighs approximately 165 lbs. 
lop and bottom caps have slots cut 
gripped 
easily. Carrying and handling the 

display is easier than gettin; 


r 
salesman home after a big 


out so that the binder can be 


Simplicity the display 
light shipping weight make it eco- 
nomical to build and transport. Basic 
plan can be elaborated upon in many 
respects to obtain special effects. This 
company used $40 worth of raised 
cork lettering in natural and black 
against pastel colors to achieve an 
attractive decorative appearance. 

This realistic enlarged model of a 
binder could be employed by any 
company as a basic display unit. The 
loose-leaf binder is a common every- 
day business and sales tool, and would 
be very much in place with any prod- 
uct mounted on its covers. From 
this company’s point of view, it has 
the “something more” advantage of 
putting its product conspicuously out 
front, where it shows. The End 
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CONVENTION DELEGATES have pictures taken while receiving key to city from 


airline hostess. 


Photos were released to home-town newspaper of delegate's choice. 


Attendance Jumps When 
Carriers Work for You 


Airline's telephone calls and mailings to delegates, plus 


personnel at meeting, have publicity value for association. 


BY STANLEY W. HOFFMAN 


Executive Secretary, National Metal Awning Assn. 


Sales and trade association execu- 
tives concerned with promoting at- 
tendance at conventions and trade 
shows will find railroads 
and airlines able and eager to as- 
sist them. Cooperation between the 
trade 
pay off in bumpe 


America’s 


associations can 
attendance. It 


carriers and 


did for us. 

With the assistance of Eastern 
Airlines, National Metal Awning 
Assn. upped attendance at its Jan- 
uary convention in Miami Beach a 
whopping 50°0—the highest turnout 
in its six-year history. 

Cooperation between Eastern and 
NMAA was a NMAA 
is an out-of-towners’: convention and 
those who did attend probably would 
fly. (An last year 
showed that and executives 
in the metal industry are par- 


“natural.” 


association survey 
salesmen 
awning 
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ticularly 
average ot 


air-minded, traveling an 
10,000 air miles a year.) 
As soon as the attendance promotion 
plan was agreed upon, publicity com- 
mittee chairman, Arnold A. Wasser- 
man, Arrow Metal Products, Has- 
kell, N.J., met with the New York 
office of Eastern to work out the de- 
tails. 

NMAA geared its convention for 
the tail-end of the week, allowing 
delegates’ wives and children the 
luxury of first class travel at half the 
first-class fare. These “family rates’ 
for travel during the week are offered 
by leading airlines. 

We had some 130 desk posters 
printed. Each poster said, ‘Fly East- 
ern Airlines to the NMAA Conven- 
tion at Miami Beach, Florida, 
ary 18th through 21st, 1956—Hotel 
San Souci, Hotel Sea Isle, Hotel 


Janu- | 


Se ee 
INTRODUCING 


Make it a 
success! 


Get the facts across 
—FAST and CLEAR 
with the versatile 
BESELER VU-GRAPH. 
Helps you SELL the 
product advantages, 
EXPLAIN its uses, 
INCREASE its sales 


BESELER VU-GRAPH 
OVERHEAD PROJECTOR 


Projects pictures in 
brilliant color to an 
audience of 4 or 400 
easily! And in a fully 
lighted room. Vu-Graph 
gives you startling new 
ways to explain and 
sell your product ad- 
vantages. 


Write to Beseler 
for the new free 
brochure: 
Communicate Your 
Ideas—Get More 
Business."’ 


CHARLES CBGescler COMPANY 


EAST ORANGE. NEW JERSEY 


“How to 


VIRGINIA 


A distinguished 
setting for 
meetings 


conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
tions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge 


For deserigtine booklet and orermating write 
. Y. Res Of. ClIrole 6-680¢ 


SLELEL EEA EEE K 


95 


Méet on a 


Tropical Island Paradise— 


| just 15 minutes from downtown Miami 


Ocean Beach 
Golf Course 
Two 


Swimming Pools 


s 


Tennis Courts 


Ocean Fishing 


4 ly Bis YN E 
Write for beautiful color brochure ane 


Director of Sales and Conventions “ 49. FLORIDA 


\ FOR YOUR CONVENTION “<j 
Come to Coronade —— 


THE WEST'S GREATEST CONVENTION RESORT __— 
All convention activities under one roof © Groups up to 608 © American Plas 
with plenty to do for relaxation. Swim 
in pool or sea; dancing, golf, tennis 
. exciting old Mexico only 4s hour 
away, featuring Jai Alai and racing 
We'll belp you make your next convention the best yet! 
ASHTON A. STANLEY JOHN A. TETLEY 
Managing Director Seles Manager 


Hotel dei CORONADO 


CORONADO, CALIFORNIA eget 


— - at 
The Famous All-Year Resort 
Across the Bay from San Diego- 
oA. ba a" a 


For Your SALES MEETING ... trom 10 to 1,000 


Largest Hotel between N. Y. & Buffalo 
Audio-Visual equipment 
Closed-circuit television 

7 parking areas within a block 

Minutes from N. Y. State thruway 


haf 


JAMES F. GILDAY, EXEC. VICE-PRES. 


yracuse 


SYRACUSE, NEW YORK 


' 
} 
' 


sees Os 


Seville, Hotel Saxony.” 

Eastern Airlines promptly sent a 
poster and a directive from the con- 
vention sales office to each of its 128 
major ticket agencies requesting that 
the poster be put on display for 45 
days prior to the convention. ‘This 
valuable advertising cost us just $128 
—cost of posters. 

NMAA provided Eastern with its 
entire potential delegation list of 
4,000. Eastern paid for the physical 
cost of reproducing the list on their 
own envelopes. We supplied suitable 
stuffers for the envelopes to outline 
convention activities. Eastern then 
mailed the envelopes out to their 
various sales branches and each local 
sales branch was instructed to make 
the mailing in its particular area of 
service. 


Call Delegates 


Sales personnel contacted potential 
delegates by telephone and outlined 
the benefits of attending the N\MIAA 
convention. This assured NMAA 
that, in addition to all the mailing 
pieces being sent out, each delegate 
would receive at least one phone call 
personally requesting his attendance 
at the convention. 

In the lobby of the Hotel Seville, 
adjacent to the registration area, 
NMAA set up’a photographic area 
complete with Miami-Beach props 
palm trees and swimming pool. East- 
ern supplied a pretty airlines hostess. 
Delegates were invited to have their 
pictures taken receiving the “key to 
Miami Beach” from the hostess. 

Photos, with special captions, and 
a stock release keyed to tie in with 
other publicity of the NMAA, were 
mailed back to home-town news 
papers of delegates. Pictures went 
over big in home-town papers, espe- 
cially neighborhood weeklies. 

Eastern Airlines’ hostesses, on duty 
throughout the entire convention, 
supplied a personal touch. When re- 
quested, they helped make return 
reservations and other accommoda- 
tions for cities served by Eastern. 
While the business meetings were in 
session, the girls served coffee and 
orange juice supplied by the Florida 
Citrus Fruit Commission. 

As a reciprocal gesture NMAA 
made a complimentary exhibit booth 
(worth $275) available to Eastern 
for use in promoting its air travel in- 
centive plan. We also played up the 
cooperation Eastern had shown us 
and recommended members use East- 
ern Airlines facilities for convention 
travel wherever possible. 


SM/APRIL |, 1956 


We certainly will endorse this 
type of promotion at all future con- 
ventions. Not only did we enjoy a 
very healthy increase in attendance, 
but many delegates were pleased by 
the personal touches which Eastern 
helped us supply. 

NMAA has found that airlines 
and railroads are particularly trust- 
worthy in protecting the identity of 
the industry’s association list and de- 
stroying it once it has served its pur- 
pose. Transportation services cooper- 
ate fully with NMAA and the other 
three trade associations represented 
by Stanley Hoffman and Associates, 
because they know our office will 
supply them with up-to-date associa- 
tion membership lists so long as the 
ights to the use of those lists are not 
violated. 

NMAA records show that the as- 
sociation receives annually some 
$2,000 worth of publicity and pro- 
motion of its convention and name 
through the activities of railroad and 
airline mailings and personal contacts 
made by 


representatives of those 


firms, About $4,000 free publicity 
was received during 1955 for trade 
associations my office represents. 

We're now working on a new 
angle for future conventions. Because 
of the extensiveness of our promo- 
tions, we have been contacted by 
several travel agencies in major cities 
for lists of NMAA members in their 
areas. 

Beginning this year at least one 
major travel agency in every major 
city in the country will be contacted 
before up-coming conventions. Asso- 
ciation lists will be granted to any 
agency that wishes to promote local 
and at the same time, pro- 
mote our conventions. 

Letters in the association files from 
these travel people call us “generous,” 
“benign,” “cooperative,” (and other 
affectionate terms) because of the 
assistance we render. For our part, 
we are interested in any venture that 
can make our delegates happy and 
put many, many dollars in the con- 
vention till at the end of each year. 

The End 


business 


W. F. 
with a torn shirt 


ble. 


Tale of a Torn Shirt 


Pepin, director of service, White Motor 
Co., Cleveland, has traveled all over the country 
and it’s helping sales! 

Shirt, which has good collars and cuffs, is used by 
Pepin as a graphic illustration of the need for qual- 
ity in every part of a product. At company regional 
sales meetings Pepin tells his “shirt sales story” - 
how he bought the shirt after taking special care 
to get one with good collars and cuffs. Shirt wore 
out quickly, but the collar and cuffs are indestructi- 


Punch line occurs when he removes his coat and 
shows the sad condition of his apparently good shirt. 
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The ‘‘New as New”’ 


Hotel 


WM. PENN 


Facing Beautiful Mellon Square 
World's Finest Civic Park Plaza 
1600 Air-Conditioned rooms with 
TV and Radio. All meeting and 
function space air-conditioned 


Complete finest accommedations 


for Groups up to 3,000! 


: America’s most distinguished 
Resort and Spa 


The Homestead’s 17,000-acre estate 
in the mountains of Virginia is one of 
the most delightful vacation resorts any- 
where in the world. 

Come enjoy our superb facilities for 
golf, swimming and other sports 

the pleasant Hot Springs social scene 
. and our famous Southern Service, 
so smoothly fitted to civilized tastes. 
The Homestead has excellent facilities 
for group meetings. A folder describing 
them will be sent on request. 


Address 


HOT SPRINGS, VIRGINIA 


PPITTTITITITITITITITIITTT Titi ititiil 


Chicago Office 
Cleveland Office 
Washington Office 
New York Office 


MOhawk 4-5100 $ 
PRospect |-7827 $ 
EXecutive 3-648! $ 
..MUrray Hill 6-6990 $ 
>. 
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Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 

@ Offers new approach to conven- 
tion success 

e@ Greatest concentration of new 
hotels in the world 

@ 29,000 hotel rooms 

@ Fine restaurants 

e@ Famous shopping centers 

@ Delightful weather year-’round 

@ Reduced rates for spring, 
summer and fall conventions 


For information, write: Tom F. Smith, Dir. 
Miami Beach Convention Bureau, Municipal 
Building, 1700 Washington Avenue, Miami 
Beach 39, Fla. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


{or4 


300 exquisitely appointed 


rooms . . and suites... 
meeting rooms, all sizes 
+++ walking distance to 
Miami Beach Auditorium 


completely air conditioned . . . 
Shining Star of the Tropics 

Private swimming pool 

and wide, wide beach 

. Dancing and all 

stor Entertainment — 

nightly in the famous 

Driftwood Room. 


Directly on the Ocean at 18th St. 
Miami Beach, Florida 


SIZE, BRILLIANCE and fast picture change are features of new projector. 


AUDI-VISUAL ADVANCES 


New Equipment for 


Better Communications 


Still pictures for projection on the 
screen now can be “dissolved’’ one 
into the other in one-thirtieth of a 
second by means of a new projector 
that permits extremely fast “matched 
fades”’ from slide to slide. 

The new projector, which bridges 
the gap between motion pictures and 
still pictures, is announced by Jami- 
son Handy, president, The Jam 
Handy Organization. The organi- 
zation, with headquarters in Detroit, 
produces educational and commercial 
films and assists business and indus 
try with sales and training programs. 

New device, the Bi-Matic pro 
jector, is having its first practical 
demonstrations before business exec- 
utives who see brilliantly lighted still 
pictures projected by the new meth- 
od on a huge screen that extends 
across a stage as large as that ot the 
largest theaters. 

Chief contributions of the new pro- 
jector to the audio-visual arts are 
its high-speed slide changing mechan- 
ism and large size and_ brilliance 
of the projected picture—on wide 
screens 50 feet across for audiences 
as large as 5,000. 

Spectators are not conscious of a 
break in continuity because the images 


flow into each other. The speed of 
change is such that a slide can be 
changed on the syllable of a spoken 
word, either “live” or recorded, 

Success of the new technique 
Handy says, indicates the feasibility 
of extending the new method from 
its present application in the business 
and convention field to popular, pub 
lic use as new needs arise. 

Exact matching of images on the 
screen as each slide is projected in 
sequence is achieved by the use of 
metal mounts for the slides. ‘These 
mounts also serve as masks, thereby 
providing either the standard screen 
proportion of 1 to 1.33 or the wide 
screen aspect of 1 to 2 or 1 to 2.55, 
with the image twice as wide, or 
more than twice as wide, as it is high. 

Because of this precision, consec 
utive slides can introduce new ele- 
ments of an idea or the new details 
of an object in quick sequence, giv- 
ing the effect of motion. At a test 
showing, for example, pictures fron 
the advertising pages of three diffe: 
ent publications were projected one 
at a time on portions of the same 
screen. Result was that the second 
and third pages appeared to “pop 
out” on the screen to join the first. 
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YOU CAN BE A 
BETTER SPEAKER 
IMMEDIATELY 
WITH THE NEW 
UNDERWOOD 
TELEXECUTIVE 


hy TelePrompTer* 


You don’t need 10 lessons... or even one! The new 
Underwood TelExecutive wili make you a smoother, 


more relaxed speaker overnight. 


The new Unde rwood TelExecutive is designed espe- 
cially for businessmen. It ends the chore of memoriz- 
ing a speech, and eliminates the fear of forgetting 
your lines. You look nght at your audience, concen- 
trating all vour attention on getting your message 


across. You’re more poised and confident, because 


you know your speech is there in front of you in large 
easy-to-read type. 


Mail the coupon below for a colorful free brochure on 
the new Underwood TelExecutive, or a personal dem- 
onstration in your own office, at no obligation. Mail 
it today to: Underwood Corporation, One Park 


Avenue, New York 16, N. Y. 


COLORFUL FREE BROCHURE — MAIL COUPON TODAY! 


T he Telk xecutive comes In a beautiful 

leather dispatch case. It is smaller in size and much lighter 
than a portable typewriter. It plugs into an ordinary elec- 
tric al outlet, and may be use d on a desk, table, or lectern. 
Your audience usually doesn’t even know it’s there. 


UNDERWOOD Giztim CORPORATION 


One Park Avenue, New York 16, N. Y. 
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Underwood Corporation 
One Park Avenue 
New York 16, N. Y. 


Name_ 


Title _ 


Company 
Address 


City 
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DESIGNED WITH MEETINGS IN MIND... / 


jfdddinnr 


“Uldys/p 


The 
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Impress 
Miami Beach’s NEWEST Luxury Hotel 


VY 
Wty 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
sons...4 additional Meeting Rooms—Special Display Areas— Penthouses... 
+++ for pleasure: 
Huge salt-water swimming pool... private 
beach ... night club... fully equipped Turkish 
Bath ... complete entertainment program. 
+++ and for convenience: 
Ideal oceanfront location convenient to golf 
... racing ... deep sea fishing ... shopping... 
theatres and night clubs...Completely Air 
Conditioned with individual thermo control 
in every guest room. 
Write for Color Folder and C. ion Specification Sheet : 
Jach Perker, Managing Direct 


DIRECTLY ON THE OCEAN— 43rd to 44th Streets— Miami Beach, Florida 
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NOW . 
a Jack Tar Hotel. New ownership, 
completely renovated and redecorated 


to better serve your convention needs. 


GEORGE J. STOBIE 


Vice President G General Mor. 


JUST COMPLETED 

GOLD ROOM-—Heeavily carpeted—To 130 
for banquets or meetings 

MIRAMAR ROOM—5,000 sq. ft. To 575 for 
pangaete, 900 for meetings 

Blackboords, screens for conferences 
Bar facilities—Upholstered chairs @ Visual 
and Sound facilities @ Finest air condi- 
tioning and heating @ Latest speed bon- 
quet service 


MIRAMAR 


HOTEL RESORT 
No distractions, yet not remote. In 21 gardened acres by 
the ocean. Adjacent to Santa Barbara. Relax between meet- 
ings, or be as active as you wish. 

WILLIAM P. GAWZNER, — MANAGER 

SANTA BARBARA, CALIFORNIA 


In addition to making new and 
more dramatic use of still pictures, 
the projector is used in conjunction 
with motion pictures in a_ single, 
simultaneous screen program. 


Combined Use 


At demonstrations before indus- 
trial executives in Detroit’s longest 
auditorium, a motion picture pro- 
jected with standard equipment ts 
shown in the middle portion of a 
wide screen extending 44 feet across 
the stage. When a particularly im- 
portant or interesting part of the mo- 
tion picture appears on the screen, still 
pictures of this portion are carried 
over to the screen space to the right 
or left of the motion picture image 
by means of the quick change fea- 
tures of the projector. 

Slides used in this manner are 
projected in a mount which confines 
the slide image to the two ends of 
the screen, so that there is no in- 
terference with the motion picture 
image in the center. 

Need for such a device as the Bi- 
Matic projector has been evident for 
a long time, Handy says, inasmuch 
as motion pictures and still pictures 
heretofore have had separate func- 
tions, Motion pictures, by giving 
fleeting glimpses of objects in action, 
depend on the impact of the total 
content on the viewer. The more 
economical slides and slidefilms, on 
the contrary, depend on the effective- 
ness of the individual picture. These 
can be controlled by the operator as 
to length of time they are on the 
screen. 

How to combine mechanically the 
advantages of two forms of picture 
projection has been a problem in 
presenting ideas and objects to au- 
diences. 


Magazine Fed 


The Bi-Matic projector consists of 
two high intensity are projectors 
mounted on a single frame. Motor- 
driven controls feed slides from mag- 
azines and slides are automatically 
ejected into a receptacle after use. 

The new device was developed in 
the laboratories of The Jam Handy 
Organization’s training devices de- 
partment. ‘This department has as- 
sisted the armed forces in the devel- 
opment of automatic devices for gun- 
nery training and for simulating ac- 
tual combat conditions for trainees. 

The new projector currently is 
scheduled for use by large industrial 
corporations in their annual product- 
introduction shows across the coun- 
try. 
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Wireless Mike 


Speakers, demonstrators and per- 
formers at meetings need no longer 
be glued to rostrums and micro- 
phones. Audio advances, far behind 
developments in the field of visuals, 
are catching up. 

Wireless microphone, now firmly 
established on television shows such 
as Edward R, Murrow’s “Person to 
Person,” the spectacular ‘Peter 
Pan,’ and many regular network 
shows, is becoming standard equip- 
ment for many sales meetings and 
conventions. 

A small, easily concealed micro- 
phone and transmitter, produced by 
Port-o-Vox Corp., New York City, 
is turning up at many conventions- 
for polling delegates on the floor, 
or dramatizing instrumentalists, 01 
amplifying a complex skit script. 

This new audio aid eliminates 
fixed microphones and wires. A small 
transmitter slips into a pocket; a 
small battery pack fits into another 
pocket and the microphone can pin 
to your tie or under your shirt fo1 
complete concealment. A_ receiver 
picks up signals from the tiny trans- 
mitter and feeds them into the reg- 
ular sound system in the meeting 
room or auditorium. 

Last year General Motors Corp. 
used six wireless mikes for its 
Motorama. Girl violinists played 
atop automobile turntables in six dif- 
ferent locations and their music was 
amplified throughout the ballroom. 
This year, GM is using the mike 
again for its Motorama to provide 
freedom of movement on stage for 
performers. 


WIRELESS MIKE and transmitter are small 


and light for simple concealment .on user. 


Revlon Products Corp. had prin- 
cipals of its “$64,000 Question” TV 
show use the wireless mike at its 
annual sales meeting in December. 
The “mysterious” amplification of 
performers’ voices contributed to the 
effectiveness of the advertising story. 

Although the industrial giants— 
Ford, G-E, Westinghouse, IBM, 
Colgate-Palmolive—have been first to 
incorporate the advantages of wire- 
less mikes to meetings, rental of the 
equipment—$100 a week—can fit 
most large meeting budgets. The 
complete unit sells for $1,500. 

One microphone — generally _ is 
enough for a skit because voices of 
those within approximately six feet 
of the wearer can be picked up 
through the tiny mike. 


The End 


Room Designed for Training 


New training center at Black & Decker Mfg. Co., ‘Towson, 
Md., adapts easily for tool demonstrations, movie and black- 


board lectures, or use as a workshop. 


Permanently mounted 


seats on movable platforms accommodate 40. 


Center, in separate building, 


Decker’s training program. 


was especially designed for 


Large storage area in the rear 


houses permanent stock of portable electric tools for use and 
demonstration by trainees from all over the world. 
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HOTEL 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


fis 


@ Complete facilities adaptable to 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 


WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


M. P. MATHEWSON 


SALES DIRECTOR 


A.M. QUARLES 


Ideal for groups of 
limited size 


who desire a comfortably in- 
formal atmosphere and a wide 
variety of recreation available 
on the grounds not just 
"nearby." Food fit for Kings 
and with everything included 
in one low, all-inclusive rate. 
Open the year around. Color 
folder and full details on re- 


quest. 


abit of the old west in the deep south! 


“700 acre vacationland”™. 18 
hole golf course. heated 
pool. full program of dude 
ranch fun. Wonderful meals 
and planned entertainment 
all included in rates 
starting at $11. 


Lee JOHNNY REVOLTA 


Golf Pro. Winter Season 


in Pa PLAZA 


Orleans 


1. CHARLES 


in wa 


For full information address 

Convention Manager, Dinkler Hotels 

The Dinkler Plaza, Atlanta 1, Georgia or call 
Chicago Office: MO 4-5100 

Washington Office: EX 3-6481 © N. Y. Office: C! 7-6940 


ll 


planning ool 


e 


Split Rock Lodge and Club has year-round 
facilities to make business a pleasure. At 
2000 feet elevation, within easy reach of 
New York or Philadelphia, are newly en 
larged conference rooms, spacious cottages 
and guest rooms, unexcelled service, bar 
and cocktail lounge, fine food 

For our convention folder and complete 
information write to William D. Herrmann, 
General Manager, Split Rock Lodge and 
Club, White Haven, R. D., Pa. Telephone 
White Haven 4561 


On Lake Harmony in the Poconos 


Rock 


LODGE AND CLUB 


HUMOR AND SURPRISE were used at an RCA meeting on do-it-yourself Hi-Fi. First 
scene sets the stage and when the speaker reaches the appropriate spot in his talk, a 
quick switch is made to 4 negative of the same scene with lightning lines flashing out. 


Illustrate a Speech with 
Elements of Showmanship 


BY THOMAS 8B. HOWELL 


President, Cellomatic Corp. 


If you have ever stood up before a 
group of people and talked to them 
for any length of time, then you cer- 
tainly know the importance of main- 
taining interest and attention. ‘There 
disturbing to a speaker 
as to see people in his audience squirm 
ing, looking at their watches yes, 
even shaking their watches. 


is nothing as 


What is even more important, even 
visible 
obviously not 
getting the full impact of the message. 

Important 


these who are not showing 


signs of uninterest are 


question, then, is just 
how do you keep the interest of your 
audience and get the message 
to them at the same time? Showman- 
ship. 


across 


that has showmanship 
will hold its audience and hold it so 
well that the story cannot help but get 
What are the 


showmanship, 


A message 


elements of 
as applied to business 


aCTOss. 


meetin: gs? 

This is a question that we are faced 
with every day at the Cellomatic 
Corp., where we take speeches for 
sales meetings and lay out full illus- 
tration and animation for them. Of 
we have the advantage of out 
Cellomatic projector which permits all 
sorts of special effects, but the basic 
approach can be the same for you 
whether you use or do not use Cello- 
matic animation. 

First step in planning illustrations 
for your meetings is to determine just 


course, 


what approach you are going to take. 
Shall the subject be handled in a light 
way? Shall it be handled seriously? 
Is it to be scientific and technical ? 

Another important point in plan- 
ning is to remember that your illustra- 
tion must be tailored to fit your script, 
rather than vice Don’t start 
with the idea that a particular photo- 
graph of the plant would look very 
nice and then struggle to fit copy with 
it. 

After all, the 


what you have to say. 


versa. 


important 
y our 
point up your 
should not be just a 
bunch of words built around a pretty 
picture. 
Once you have what you wan 

say, the next step is how are you g 


thing is 
illustra- 
message ; 


tions must 
your message 


ing to put it across. 

Rule number one is keep it moving. 
The eye tends to follow objects that 
are moving. Every magician mnows 
that and in that knowledge lies the 
basis of his success. Your eye watches 
the hand or person who moves and 
what goes on with the one standing 
still is left unseen. 

So take a tip from the magician 
and use movement to attract attention 
and hold it. 

Rule number two is USé color, and 
more color. Contrast and brightness 
of colors give a spark to your presen- 
tation. You can make use of the 
psychological effects of colors, using 
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warm tones and cold tones to add 
mood to what you are saying. 

Rule number three is surprise them. 
Don’t tell your audience what you 
are going to say. Let them discover 
the points at the proper moment. Plan 
your illustrations so that they are not 
quite what was expected. Let them 
gasp or applaud, but never let them 
take what’s coming for granted. 

Rule number four is don't throu 
away your punch line. It you are go- 
ing to show a graph, don’t hold up the 
whole chart at one time. Rather, let 
the line develop slowly and be shown 
to your audience as you discuss the 
progress of the facts and figures. If 
the comparison between “then and 
now” is a big one, don’t show them 
together while you stand there talking 
about it. It is much more impressive 
and interesting to show the previous 
facts and slowly build up in your talk 
to the present situation. When you 
reach the proper point say, for exam- 
ple: “And now...” At this point 
reveal the present situation to your 
audience. 

Rule number five is keep your 
visuals in synchronization. Your con- 
tinuity can be seriously distracting if, 
when using slides, filmstrip or film, 
the speaker is talking about one thing 
while the visual is completely differ- 
ent. Make sure that you plan out 
and rehearse your program to avoid 
this pitfall. Laughter at you instead 
of with you can easily ruin your point. 

Rule number six is have light 
touches. Even the most serious dis- 
cussions can use a little brightness. 
Whether it is a light treatment for a 
cartoon or introduction of a com- 
monly known and humorous character 
or incident, it serves to keep the inter- 
est of the audience and to keep the 
presentation from becoming “deadly.” 


Rule number seven is keep the local 


view point in mind. Direct your vis- 
uals to each man. When showing na- 
tional cov erage let him see where it 
will reach him locally. Use maps so 
that he can pinpoint his own location. 
Show mastheads of local newspapers 
and names of local broadcasting sta- 
tions so that he can recognize them. 

And finally, rule number eight is 
dress it up. This applies to the meet 
ing room itself, as well as the method 
of presentation. Make sure that the 
room itself is attractive. Be certain 
that your visuals are large enough for 
everyone to see clearly. Cover up any 
behind the scenes activities with 
screens and draperies. If you are go- 
ing to show actual products, be cer 
tain that they are lighted properly. 

Inject these factors into your next 
sales presentation; they make a dif- 
ference. 


The End 
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SULLAVAN 


onrtnlen- COUNTY 


NEW YORK 


AMERICA’S LARGEST RESORT AREA 
500 HOTELS TO SERVE YOU 


TREMENDOUS CHOICE of year ‘round facilities 


and accommodations to satisfy every particular need. 


Meeting rooms with modern facilities for up to 2,000 people 


Latest display and electronic equipment (projectors, recording devices 
public address systems, etc.) for dramatic presentation of convention programs 


Trained convention staff at your service 


Convention arrangements include package (3 meals and full American Plan) 


P @ Social, athletic and entertainment activities for all 
a WY .° Ideal 4-seasons climate 
te le MLA @ Close to New York City for shopping and visiting; only 


12 hour drive via 4-lane divided highway 
Exciting nightlife activity 


THE BUSINESS GETS DONE... 


BUT YOU'LL HAVE FUN! 
Write. for 
particulars to 
SULLIVAN COUNTY HOTEL ASSOCIATION CONVENTION BUREAU 
184 BROADWAY, MONTICELLO, N. Y. . Phone: MO 724, 2562 
MORRIS ABRAHAM, Director 


> 
Q 


LARGEST <& 
FINEST 
HOTEL 


BD & 


* 7 BANQUET ROOMS 
* SWIMMING POOL 
* HOTEL GARAGE 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 


0 


Under Management of Hull! Hotels * Direction of Thos. E. Hull « L. B. Nelson, Gen. Mgr. 


7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 
Telephone HOliywood 9-2442 « Teletype LA 547 


SACRAMENTO ; 
CALIFORNIA. & Hole Ei Rancho = 


for your midwest 


SALES MEETING 
MANSFIELD 


lower costs « fewer distractions 
special weekend features 


SS 
OHIO’S 
INDUSTRIAL 
AND 


AGRICULTURAL 
CENTER 


300 modern rooms... 

12 meeting rooms . . . 

300 seat ballroom . . . coffee 
shop . . . cocktail lounge . . . 
dining room . . . 


i THE 
Ha nasfic Cd a/ fe land 
HOTEL 


Call or write Jos. G. Wright, Mgr. 
Mansfield 1, Ohio 


Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tacular mountain scenery. Centrally lo- 
cated and easy to reach .. . Sleeping 
eapacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 
meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


104 


LIFE-SIZE FIGURES with photo faces of salesmen were around the room. 


Give 'Em What They Want 


Survey of salesmen showed that they wanted the same 
things that salesmen in another industry asked for years 


before. So Gates gave it to them with an action theme. 


BY L. J. CERVONE 


General Sales Manager, Gates Radio Co. 


The sales force, gathered in the fire. Within seconds they learned 
main office lobby, heard the fire en- that the Gates “hotter than a four 
gine siren and rushed out to see the alarm fire” sales meeting was under- 
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KENTUCKY HOTEL 
FLAG ROOM 

7800 square feet 

will accommodate 
1500 for meetings, 
1100 for food service. 


THE 
KENTUCKY 
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IN ONE CENTRAL CITY! 


Wis the construction of two tremendous convention needs are greater than either hotel 
additions, the Kentucky Hotel now ranks with can meet, singly, both hotels can combine their 
its sister organization, the famous Brown, among facilities to serve you. 

the Nation’s great convention hotels. : 

Two great hotels — in a city with bot}: atmos- 


. 2 . @ . "s > ire sec F « a= § . 
The Kentucky's entire second floor — all phere and ideal location, almost exactly at the 


20, square feet of it, seating 2500 pedple - i . 
20,000 — feet of it, seating 2500 pedple Nation’s center of population. 
is available for meetings, banquets, etc. At the 
stately Brown, the magnificent Crystal Ballroom Get detailed facts. Write for the blueprint 
alone offers a seating capacity of 1500. If your booklets shown below. 


HeenRHmHHHH HHH & & 
The Brown Hotel 


NTS . 
_— Louisville, Kentucky 


THESE BLUEPRINTS . Without obligation, please send me the Brown and 


i decors: wNTS : Kentucky Hotel Factbooks as advertised in Sales Meet- 
AND PICTURES ings for April. 


ARE WORTH Name 
A THOUSAND WORDS 


| Organization 
Address 


City- 
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Something 
In the Air... 


Makes a Meeting Click! 


And you won't wonder what that 
something is once you've made the 
HOTEL NEW WASHINGTON your 
Seattle Headquarters for sales meet- 
ings and conventions. It's the atmos- 
phere here that makes a meeting or 
convention really meet with your 
heartiest approval. Whether your 
meetings are large or small, they are 
of major importance to us. 


It's no wonder that in Seattle, the 
HOTEL NEW WASHINGTON is pre- 
ferred by leading national firms such 
as A. 0. Smith Corporation and Philco 
for their meeting headquarters. Assoc- 
iations also, like the Textile and Apparel 
industry, headquarter here during 
their market weeks each year. You'll 
prefer it too... once you've tried it! 


HOTEL 


NEW WASHINGTON 


SEATTLE, WASHINGTON 


See your Travel Agent 


For Gompany Meetings 


The LAURENTIDE INN 
& COTTAGES 


Ste. Agathe des Monts 
P. Quebec, Canada 


Open year ‘round... 

58 miles north of Montreal, in 
the heart of the Laurentian 
mountains 

Ideal for groups up to 75 
Laurentide overlooks lake and 
mountains . 

Complete sports facilities: ski- 
ing to golf ° 

Air conditioned public rooms 
Wives are welcome, too. 
They'll enjoy our excellent 
French cuisine! 

Public Address System @ Visual 
Aids: blackboards, bulletins, 
projectors (16 mm. sound, 35 
mm. slide) @ Exhibit Space 


For information & available dates 
write or call collect 


Kenneth W. Harrison, Pres. 


The Laurentide Inn 
Ste. Agathe des Monts, P. Que., Canada 
Tele, Ste. Agathe 39! 


A few of the organizations that 
have met at Laurentide: 


International Air Transport Association 

Houbigant Sales Corporation 

Trans Canada Airlines 

Royal Liverpool Insurance Company, 
Ltd. 

Bois McCay & Associates, Ltd. 

Sherwin Williams Paint Company 


SERVICES OF 


GREAT HOTEL 


““Nine Minutes From L. A... . Right Off the Freeway” 


ALL THE 


A Rooms 


TEL: HOllywood 5-3171 


f 


THe HoLtywoon KnicKERBOCKER ms 


Beautifully decorated Rooms and Suites, with Radio and 
[V available—Swimming Pool & Health Club—Meeting 
Banquet Rooms-—Parking 


L. RAY DIETERICH, Gen. Mgr. 


TELETYPE—L. A. 1786 


way. Sporting red fire chief hats, 
they jumped aboard the fire engine 
and were off to the 1955 sales rally. 
Sirens blaring, the engine headed 
for the ballroom of the Lincoln 
Douglas Hotel, which had been 
decorated with banners, streamers, 
pennants and equipment displays. 


Capitalized on Surprize 


We played the surprise start up 
to the fullest. As the men entered 
the ballroom they were greeted by 
sirens, fire gongs, and a fire chief's 
welcome sign. Dramatic opening 
created an air of suspense and sur- 
prise, 

Meeting was called to acquaint 
sales engineers with newly introduced 
Hi-Watter transmitters and studio 
equipment. To us, these products 
were “hotter than a four alarm fire,” 
and this became the theme for the 
entire program. 

We believe a dramatic theme repre- 
senting action gives a sales meeting 
purpose and simplifies preparation of 
a program. We wanted to excite 
our men’s curiosity and keep their 
attention and enthusiasm while we 
displayed new products and illustrated 
sales features. Our particular theme 
was adaptable to many stunts de- 
signed to maintain audience interest. 


Three Months’ Planning 


Program planning started ‘three 
months in advance. Once we selected 
our theme, it was projected into all 
phases of the meeting. In planning 
we gave much attention to an article 
in the July 1, 1952, issue of SALES 
MEETINGS. A survey in this article* 
showed that men at a sales meeting 
want: 

1. Description of products and 
uses. 

2. Comparison of products with 
those of competitors. 

3. Charts, models, films, displays, 
etc., to help salesmen see top sales 
points of the products, 

4. Question and answer period to 
clear up problems left unanswered. 

5. Sales aids. 

6. Sales training—tips on how to 


sell. 


A questionnaire was prepared and 
seit to our salesmen. Answers we 
received so closely followed results 
of the survey in Sates MEETINGS 
that we promptly tailored our pro- 
gram accordingly. This, we discov- 
*Reprints of article, "What Do Jobber Sales- 
men Really Think of Manufacturers’ Sales 
Meetings," available at 10 cents each. 
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FOR FLORIDA 
, the airline is Eastern 


® More flights than all other domestic airlines combined. 

@ Enjoy beverages aloft, served at popular prices in club-like 
atmosphere on standard-fare Constellation and Golden Falcon 
flights. Superb cuisine, compliments of Eastern, on standard- 
fare flights. 

@ Post-convention side trips just a short hop away. Visit Nassau, 
Havana, Puerto Rico, Virgin Islands. Leaders of groups of fif- 
teen or more are our guests. 


For full details: write or call Convention Manager, Eastern Air Lines, 
10 Rockefeller Plaza, New York 20, N. ¥, or your local Eastern Air Lines Office. 


speaking of conventions... 
ee 2 
see you at olen fcoe 


hotel, cabana & yacht club 

14 meeting rooms or combinations, seating from 24 to 1600 * 400 richly appointed guest rooms 
¢ Monitored air conditioning « Outstanding cuisine and banquet facilities 

¢ Underground parking garage « Luxurious cabana colony, Olympic pool ¢ Private ocean beach 
Harry’s American Bar, Mona Lisa Dining Room, Café Pompeii 


Magnificent covered outdoor pavilion for dining, dancing, outdoor meetings 


It’s a whole new world for your convention! 


SEND NOW FOR COMPLETE Robert H. Whalen, Director of Sales 
CONVENTION BROCHURE! George E. Fox, Managing Director 


ON THE OCEAN, 45th to 47th STREETS *« MIAMI BEACH, FLORIDA 
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ered later, helped to assure the meet- 
ing’s success because our men felt 
they had contributed to the program. 
2 | Because our products are highly 
impact technical, there had to be numerous 
eeee +n: rt: % 
technical presentations. This always 
creates a problem. Solution: detailed 
.. jolts the indecisive planning and use of many visual aids 
mind, fires the imagination, and live displays. 
strikes the spark that ignites Approximately $40,000 worth of 
enthusiasm! Gates transmitters and audio equip- 
ment were displayed in the ballroom. 
A Floats, Inc. designed sales Product sales points were featured 
meeting or trade-show ex- by charts, placards, spotlights and 
hibit drives home your ideas other attention-getters. Show 
with the full impact of fast moving and lively. 
modern, dynamic showman- 


ship! 


was 


Caricatures 
Before your next exhibition 
or sales meeting, contact 
Floats, Inc. for an imagina- 
tive approach to your pres- 
entation problem. 


Individual life size caricatures of 
our sales engineers were displayed 
around the ballroom, adding a per- 
sonal touch, Caricatures were made 
Write for our “Exhibit end Dis- of cardboard in exact proportion to 
play Check List”. No obligation. the sales engineers’ actual physical 
characteristics, with a blown-up face 


e portrait adding a touch of reality. 
FLOATS AAC. Each man was represented carrying 
3 a red fire hat and briefcase, in an ac- 
2107 Chico Ave., El Monte, Calif. tion pose. Copy balloons with sell- 
700 Montgomery, San Francisco 11 ing slogans were drawn beside each 
figure. Caricatures were the hit of 

the meeting. 


To get everyone into the act, we 
staged a contest for the most eftec- 
tive sales presentation. Each of our 
16 sales engineers gave a five-minute 
talk, and the winner was awarded 
a transistorized radio, presented at a 
banquet that evening. Although the 
contest took an entire afternoon, 
management considered it one of the 
most valuable sessions of the meet- 
ing. Contest made possible a con- 
structive exchange of ideas and was 
an aid in evaluating our salesmen in- 
dividually. 

Three sales executives from other 
companies served as judges after a 
briefing on rules. The men had been 
advised of the contest a month be- 
fore the meeting—giving time for 
preparation and also advertising the 
forthcoming sales meeting. 

A comic demonstration of the 
wrong way to call on a customer em- 
phasized all the things not to do. It 
was followed by a smooth sales pres- 
entation which showed a practical 
and winning closing strategy. “I’ape 
recorder portrayed the customer’s 
thoughts while the salesman was talk- 
ing. Thus, we tactfully showed the 
right and wrong sales methods with- 
out calling anyone to task. 

After all technical presentations, 
sales engineers were asked to write 


NEED TEMPORARY 
HELP FOR 
YOUR 


CONVENTION-TRADE SHOW-MEETING? 


Call 


MANPOWER, INC. ror 


® DEMONSTRATORS e MODELS 

® BOOTH ATTENDANTS e STENOS 

® TYPISTS @ REGISTRATION TYPING 

® MAILING SERVICE e BOOTH SET-UP 
® PRE-CONVENTION DETAILS 


Manpower, Inc. has offices in 70 cities 
from coast-to-coast to serve you. Your 
local Manpower, Inc. branch will 
arrange for service in any city. 

Call your local Manpower, Inc. office 
for details or write ‘‘Convention Service” 


manpower, inc. 


330 W. KILBOURN AVE. « MILWAUKEE, WIS. 


STANLEY RESORT 
ESTES PARK, COLORADO 


CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus baicony and 
theatrical stage, 15 x 24. Seats 508. 

Maxwell Room: 65 x 80. Banquet and dining 
facilities for 450. PA system, stage, service bar. 


OTHER SPECIAL ROOMS INCLUDE 
Music Room: @ x 40. Seats 148. 


2 x 32. Seats (48. 
: 32x 32, Seats 140. 
Ranch Room: 2 x 25. Seats 100. 


“Extras" Included in American Pian 


Square dancing . . . chuck wagon dinners . . . 
ladies luncheons . . . pool . . . swimming . 
nightly entertalanent and dancing... ‘admis- 
tion to world Snel en Lounge .. . er 


ho ting tennis . . 
children's ‘Playground with supervision -. «+ ping 
om - Wards... bingo . . . card games 

. fashion shows. 


Horseback riding, tours of National Park, om. 
boating and fish ng available at reasonable rates. 


Estes Park ‘Phone 23 Teletype No. ESPK-685 
Chicago ‘Phone MOhawk 4-5100 


Teletype No. CG-1264 
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down questions on slips of paper 
which were collected. Members of 
our engineering department were 
selected to form a panel—similar to 
television quiz programs. The panel 
answered submitted questions. This 
procedure allowed thought to go into 
questions and answers so that com- 
plete information was supplied. It 
eliminated ambiguous and irrelevant 
questions, and provided control of 
the meeting without showing reluc- 
tance to answer. 

We relied heavily on stunts to 
maintain swift pace of the meeting. 

During the opening talk, a news- 
boy entered the room with a stack 
ot newspapers, shouting, “Extra, 
extra! Hi-Watter products hotter 
than a four alarm fire!”” Papers then 
were passed around. Everyone had 
our sales theme in his hand at the 
very beginning of the meeting. 


Midget Fire Engine 


Presentation of a new product, 
rolled into the ballroom on a midget 
fire engine, got full attention from 
the audience. 

A hand operated siren on _ the 
speaker's table was used whenever 


speakers used the sales theme to em- 
phasize a selling point of a product. 

Motion pictures and slide films 
with tips on selling were worked into 
the program at appropriate times. An 
accurate schedule was adhered to by 
flashing a red light on the speaker’s 
table two minutes before each person’s 
allotted time ended. 

Fire chief hats, newspapers and 
various sales binders, prepared ex- 
clusively for presentation at the meet- 
ing served as reminders of the 1955 
rally. In addition, we followed up 
by sending the men in attendance pho- 
tographs of the meeting. 

Sales meetings are a must in our 
yearly sales programs. We believe 
they are a sure method to inspire 
salesmen to do a better selling job. 
Careful planning can produce an ef- 
fective show at a relatively low cost 
—and pay big dividends. 

Sales increases came in quickly and 
proved conclusively that the enthus- 
iasm and inspiration generated. by a 
sales meeting is important to the suc- 
cess of our yearly sales program. 

Sales managers are missing a gold- 
en opportunity for quick sales in- 
creases if they have not given sales 
meetings the importance they deserve. 
To us, they are worth every dollar 
spent. : The End 


‘platters, 
DELTA DC-7’s SERVE 


the most important 


CONVENTION CITIES 


Fly Delta to your business meetings or conventions. Experienced per- 
sonnel will help you contact members, reserve space and make all ar- 
rangements for your convention flights. Delta offers wide choice of 
flights and fares from the economical daylight and Owl coaches to the 
Golden Crown DC-7’s, the World’s Fastest and Finest Airliners. 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia 
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Newly Styled Throughout 
the General 
Ogtethorpe 


The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 18-hole golf course 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, dancing. Attractive con- 
vention rates. Write for color 
brochure and information. 
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NEW YORK 
WASHINGTON 


CHICAGO 
MIAMI 

NEW ORLEANS 
ATLANTA 
HOUSTON 

ST. LOUIS 


One of America's 
Pioneer 
Scheduled Airlines 


Hote! Aduigies (Dallas) 
Agency: The Jordan Co. 
Aero Mayflower Transit Co. 
Agency: Caldwell, Larkin & Sid 
The ste 
Calif.) 


Alcazar Hote! tent Beach) 
€ & Ww 


(Yosemite National Park, 


Allied Van Lines. 
Agency: M 


Alpine inn (Quebec) 

Agency vertising A 
American Airline, pn 

Ager Lennen & Newell, Inc. 
American Neckwear Manufacturing Co 

Age Food Research & Advertising 


rN 


For Your Sales Meeting 
or Conventions 


up to 350 


“Have FUN 
Yet Get 
Work DONE" 


at wonderful, wonderful 


STATE PARK 


Affiliated with Western Hills 
—Ft. Worth. ALL conven- 
tions and sales meeting 
facilities in the loveliest set- 
ting in the Middle West. On 
beautiful Lake Fort Gibson 
— on highway 51 outside 
Wagoner — only 50 miles 
from Tulsa. Special rates for 
meecings — advance reser- 
vations required. Call 1290, 
Tahlequah or write — 
Charlie W. Bliss, Jr., Res. Mgr. 
Wagoner, Oklahoma 


Index to Advertisers 


Americana Hotel (Bal Harbour, Fia.) 
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De- Lite Screen So 


RA 
Daytona ‘Beach Convention Bureau 
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Hotel Del Coronado, (Coronado, Calif.) 
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Delta Aiaese 
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A private club atmosphere 
for your next 


group meeting! 
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This exclusive year round club-resort—high in the Pocono Mountains 
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Agency: Advertising Trade Serv 
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Springs 


offers superior 


accommodations for groups of 20 to 300 persons. Comfort, fine food, efficient, friendly 


service and a pleasant, quiet environment insure successful meetings at this complete/) 


self-contained club-resort. 


Special group rates, American Plan, 


meeting and dining rooms and most sports and entertainment features. 


include use of private 


Private 


5500 acre estate affords excellent sports and recreational facilities all through the 


year, including superb 78-hole golf course. 
Easy to reach by train, plane, car, or bus 


York 


only 100 miles (3 
or Philadelphia. 


hours) from New 


Write for Booklet giving complete details. 


Wm. W. Malleson, Jr., Gen. Mgr. 


Entire floor of indoor recreational facilitie 


ShYTOP CLUB 


“High in the Poconos” 
Box 30, Skytop, Penne. 
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Chipper says: 
Bring your group to 


FEATHER 
RIVER 


Finest convention resort 
hotel in northern California. 


Up in the High Sierra—an 
ideal setting for your meet- 
ing. 

Golf course at your front 
door. 


Blairsden, Calif. Ph: 16 


San Francisco Office 
Ferry Bidg., Garfield (-4196 


Chicago Office 
The Interstate Cc., Suite 1450 
Mdse, Mart, Michigan 2-5680 


COAST'S FInegee t 


Staffed To Serve 
Any Type Meeting 


A luxurious resort hotel overlooking the Gulf 
specializing in conventions . . finest air-condi- 
tioned meeting and banquet room in the South, 
seating 1500 experienced staff trained to 
handle a ‘package convention"’ for you con- 
veniently located between New Orleans and 
Mobile. Write us for more detailed information. 


JIMMIE LOVE General Manager 


BI MISSISSIPPI 
Overlooking the Gulf of Mexico 


An exchange of anecdotes and 


facts to help a speaker spice 


his speech and make a point. 


Subject: SALES TALK 


A purchasing agent was growing 
hard of hearing and went to the doc- 
tor. The doctor examined him and 
said, “I think you are drinking too 
much.” “How is that, Doc?” asked 
the PA, cupping his ear. “You are 
drinking too much,” shouted the doc- 
tor. ‘Well, maybe I am,” said the 
PA. 

Six weeks later he came to see the 
doctor and he was hearing perfectly. 
Six weeks after that he was back in 
the doctor’s office with almost no 
hearing at all. 

“IT thought when you _ stopped 
drinking you were hearing all right,” 
said the doctor. 

“T was Doc, but I liked what I 
was drinking so much better than 
what I was hearing that I went back 
to drinking again.” 


Subject: PRICE WAR 


Price wars are dangerous to an 
industry because they affect adverse- 
ly everyone in it, From ancient litera- 
ture, a 2,000-year-old story illustrates 
how one man’s folly affects others. 

Three men were in a boat, none 
of whom could swim. When they 
got out to midstream, one man took 
an auger and started to bore a hole 


in the bottom of the boat. The 
other two shouted, “What are you 
trying to do?” 

“Tend to your own business,” he 
said. “I am boring a hole beneath 
my seat only, and not beneath yours.” 

“But,” shouted the other two, “we 
are all in the same boat.” 


Subject: TECHNICAL JARGON 


A woman telephoned her bank to 
arrange for the disposal of a $1,000 
bond. 

“Is the bond for redemption or 
conversion ?”’ she was asked. 

There was a long pause, then the 
woman demanded: “Am I talking 
to the First National Bank or the 
First Baptist Church?” 


Subject: COST OF IGNORANCE 


A little Protestant boy came home 
with a black eye, and his mother 
said, “Where on earth did you get 
that black eye?” “The O'Reilly kids 
hung it on me,” he answered. ‘How 
did they come to do that?” she asked. 
“Well,” he explained. “I was over 
at their house and made some cracks 
about the Pope.” “Didn’t you know 
the O’Reilly’s were Catholics?” she 
asked. “Sure,” he said, “but I didn’t 
know the Pope was.” 


Subject: LABOR RELATIONS 


The industrial tycoon, having trou- 
ble with sleeping, visited his doctor. 
The doctor tried to soothe his nerves 
by talking, but failed to help his 
sleep. 

Next the doctor prescribed a mild 
sedative, but it did no good. A strong 
sedative was tried, but this, too, pro- 
duced no sleep. Finally, the physician 
wrote out a prescription for a pill 
strong enough to knock out a horse. 

When the pill brought no relief, the 
tycoon told the doctor, “My wife had 
some women in last night. They were 
talking about twilight sleep. Would 
that help me, Doc?” 

“No,” said the physician, “twilight 
sleep is only for labor.” 

The tycoon banged his fist down. 
“That’s the trouble with this coun- 
try,” he exploded. “Never have any- 
thing for management!” 


Subject: SPEAKERS 


A speaker droned on and on and his 
audience dwindled as he droned. 
Gradually the crowd disappeared and 
only one man remained in front of 
the speaker. 

The speaker leaned over and said: 
“T would like to say in conclusion, sir: 
You are a gentleman.” 

“You are still wrong,” said the 
lone member of the audience. “I am 
the next speaker.” 


Subject: RESEARCH 


Research has been defined as a 
process of finding out what you are 
going to do when you can’t keep 
on doing what you are doing now, 
or what are you going to do when 
you quit doing what you are doing 
now. 


What's the best you've heard? 
Send it to: Editor, Sales Meetings, 
1212 Chestnut St., Philadelphia 7, Pa 


SALES” waetines 
Patong. 


Here comes a likely prospect . 


Where's 


the men's room?" 


SM/APRIL I, 1956 


a comptete DISPLAY MOVING cycue: 


SHIP YOUR DISPLAY @ If you have a display on tour, or just exhibit at an oc- 
THIS MODERN WAY casional show, take advantage of North American’s ‘Com- 


plete Cycle’ service. Door-to-door in the same padded van 

@ Experienced Supervision eliminates drayage and minimizes costly crating. Depart- 

@ Door-to-Door Service mentalized supervision by NAV L’s experienced display men 

@ Minimum Crating releases your own personnel for sales work — saves you time, 

@ Releases Your Personnel for reduces over-all show costs. And NAVL agents offer clean, 
Sales Work. modern storage for any period of time. 


{ ~< 


Get this FREE Display Brochure! ly Call Your Local NAVL Agent, or write— 


a 


North American Van Lines, Inc. 


VAN-LINES INC. DISPLAY AND EXHIBIT DEPARTMENT 
Fort Wayne 1, Indiana 


NOW SERVING THE UNITED STATES, ALASKA, CANADA AND HAWAIIAN ISLANDS 


Convention Services 
Conference Plans 
Motion Pictures 


Meetings Packages 
Television Commercials 
Demonstration Devices 5 


Screen Advertising 


a THIS COULDN’T HAPPEN TO YOU! 


Training Manuals 
Slidefilms 
Pictorial Booklets And it shouldn’t . . . not when you can “get your show on the road” 
Transparencies 
Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 
Tape Recordings , 
Disc Recordings of specialists, and soon your program is on its way to meetings all over 
Promotion Pieces the country. 

Poster Charts 
Banners There’s one responsibility, one accounting, one explanation to a single 
Training Devices source and complete follow-through from planning to distribution. 
Quiz Materials “ 

Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes / 
Meeting Equipment 


Projection Service 
Film Productions in Color 
Field Surveys "7, e 
NEW YORK 19 ° HOLLYWOOD 28 e DETROIT 11 e DAYTON 2 e PITTSBURGH 22 e CHICAGO 1 
1775 Broadway 1402 Ridgewood Place 2621 E. Grand Bivd. 310 Talbott Bidg. Gateway Center 230 N. Michigan Ave 


without ever leaving your office. Yes, you can inform your entire organi- 
zation, no matter how far-flung, with forceful, visual presentations pre- 
pared by The Jam Handy Organization. 


Jam Handy One-Stop Service takes your ideas, puts them into the hands 


When you have to cover a continent . . . call one of the offices listed 


below for prompt professional help. 


